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One of a series of effective illustrations created by Interstate for an advertiser... 















MADE FOR 
BAKER-RAULANG COMPANY 
VIA: G. M. BASFORD 





says NORMAN ODELL 
Vice-President in charge of Public Relations, G. M. Basford Company, New York 
“It would be uneconomical and practically impossible for us to track down and document all the case 
history stories we prepare for our clients and place with editors without the dependable photo-reporting 
services Of INTERSTATE 
When we assign a job to INTERSTATE, we know we will get good, realistic photographs, and any facts 
we may need for a newsworthy story—all in plenty of time to meet the editor’s deadline. And, equally 
important, we can be sure that wherever INTERSTATE goes on a job, inconvenience to our clients and their 
customers, and interruption of normal operation, will be kept at a minimum.” 
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GENERAL OFFICE 675 FIFTH AVE., NEW YORK 22. N. Y.. MURRAY HILL 8-1880 
MIDWEST OFFICE 469 EAST OHIO ST.. CHICAGO 11, ILL.. MICHIGAN 2.0080 
WEST COAST OFFICE 7OO MONTGOMERY ST., SAN FRANCISCO 11. CAL.. GARFIELD 1-1987 
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PHOTOS. OR CASE HISTORY REPORTS. . .ANYWHERE.. . TEN DAYS NORMAL DELIVERY 


Hard scrubbing of Du Pont’s new vinyl “PX” book cloth will not 
dislodge the vinyl impregnating or coating from the base fabric. Books, 
catalogs, presentations or manuals print better and look better, even 
after rough handling and long wear, bound in new vinyl “PX” cloth. 


Scrubbed again and again, as shown in the photo at left, printing on 
new vinyl **PX” book cloth retains its clarity and crisp detail. New 
vinyl‘ PX” cloth prints better because it offers a better printing surface. 
It handles readily on conventional printing and binding equipment. 


For books that look better /onger... 
Now, vivid color and sharp detail print better 
—wear longer—on new Du Pont vinyl “PX’* cloth 


New from Du Pont research, this unique book cloth is New vinyl “PX” 


book cloth is compatible with con- 
impregnated with vinyl for superior printing qualities 


ventional inks, lacquers and adhesives. It can be handled 
with conventional printing, casing, forming, blanking 
and stamping equipment. Your product manuals, pre- 
sentations, catalogs or books that must look good through 
rough handling and long wear will look better longer 
cloth proved 10 times more scrub-resistant than other bound in Du Pont’s new vinyl “*PX” book cloth. For 
bookbinding materials. Coating will not migrate—will 


and exceptional wear. New vinyl “PX” cloth prints better 
because it offers a uniform printing surface that gives a 
better lay of ink, excellent adhesion, sharp detail and 
truer reproduction of color. In tests, new vinyl “PX” 


free sample swatches, mail the coupon now. 
not adhere to furniture or other books. 


*Fabrikoid” are Du Pont’s registered trademarks for its impregnated 


wokbinding materials. Patent for vinyl “PX” cloth has been applied for 


—MAIL COUPON NOW FOR LITHOGRAPHED SWATCHES OF VINYL “PX” CLOTH—— 


DU PONT (‘PX CLOTH E. I. du Pont de Nemours & Co. (Inc. 
: Fabrics Division, Room D6064, Wilmington 98, Delaware 
AND FABRIKOID 


Please send me free sample swatches of new vinyl ‘**PX”’ book cloth. 
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KLEEN STIK DU BEi-Siih 


7-Up display courtesy of Hutcheson Studios, Omaha, Neb. 


She Magic Yape 


th dozens of NEW HEAVY-DUTY P.0O.P. USES! 


HERE’S THE TAPE you’ve been waiting for—to help you do so 
many jobs that ordinary tape just couldn’t do! ““DUBL-STIK”’ is a 
thin, tough film, double-coated with a special colorless, 

translucent, extra-strong Kleen-Stik adhesive. The result is a 
versatile two-sided tape that holds even relatively heavy displays 
and other items. 


To apply, simply press on like any other transfer tape— 
DUBL-STIK bonds instantly to practically any surface... 
porous or non-porous materials . . . flat or irregular shapes. 

Then peel off the backing, and presto! —there’s a second adhesive 
face . . . ready to stick tight on walls, windows, counters, etc. 


DOUBLE the Benefits of KLEEN-STIK Pressure-Sensitive Performance! 


@ STICKS TIGHT on any smooth, clean surface: Glass, Wood, 
Plastic, Metal, etc. 


e SELF-STICKING— needs no glue or water. 
e@ ELIMINATES tacks, staples, etc. 


5 e QUICK, EASY APPLICATION— apply tape, peel off backing, 
y press in place. 


DUBL-STIK is available in 2", %4", 1", 12", and 2” widths, in 
rolls 72 yards long. Wider widths on special order. 


KLEEN-STIK PRODUCTS, INC. 


Pioneers in Pressure-Sensitives for Advertising and Labeling 
7300 West Wilson Avenue © Chicago 31, Ill, 
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Just Dalutin Us 


It's Not a Recession for Everybody 


The economists seem to be agreed that a recession from the peak volume of 
recent record-breaking years is under way, and that 1958 will be marked in the 


first half by declines in production and employment, to be followed by a marked 
improvement in the second half of the year. 


It will be interesting to note as we advance through the year that the re- 
cession is highly selective. Some companies will feel the decline much more 
than others. In fact, judging by the plans for increased advertising and sales 
promotion budgets which have been announced by leading companies, a great many 
will show substantial gains in sales and profits over 1957. 


Success in less favorable times iS never an accident. It is planned that 
way. Other things being equal, and given good products, competitively priced 
and well distributed, what is the factor most likely to determine the final re- 
sult? I believe it is the attitude and policy regarding promotion. 

The company which believes in itself and its products, and is convinced 
that telling its story to more people more effectively will attract business, 
may never know there is a recession, as far as itS own experience is concerned. 
On the other hand, organizations which head for the cyclone cellar at the first 


hint of a gale will probably realize the decline for which they have prepared 
themselves psychologically. 


The big idea for advertising and promotion people is to make every adver- 
tisement, every display, every direct mail piece, every exhibit at a trade or 
industrial show the best they have ever produced. Getting more impact for the 


same number of dollars will make the big difference in the sales and profit 
record. 


Just remember that every item on the promotion agenda is capable of im- 
provement. Even a slight improvement in each effort will make advertising and 
merchandising expenditures more profitable. That should be the goal of every 
executive to whom precious dollars for sales development have been entrusted. 


SRBoai/) 


G. D. Crain Jr. 
Publisher 


ADVERTISING REQUIREMENTS 


ADVERTISING REQUIREMENTS is published 
monthly by Advertising Publications Inc 


XC 
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® How to Mix Typefaces Successfully ... ona eye 


Wherever you turn, you will find 

Able-Stik accSELLerator Spot Labels 

on every type of package for that 
extra boost to sales. 

Peek-a-Boo Envelopes Can Sell .... 


eee In only inches of space, they deliver 
your special story effectively. 


A typographic expert gives 12 rules to produce a pleasing 
appearance, using a variety of types. KLaus SCHMIDT 


How advertisers have used the Post Office regulation 
which permits a second opening in a mailing envelope. ; : ‘ 
: P 9 9 P “Deals,” anniversaries, premiums, 
product changes, contests, etc., can 
all be converted into HARD SELL with 
Photography Adds Flexibility to Screen Process Printing . . spot messages on labels. 


How this old process has been extended with the aid of 
photographic techniques, especially for full-color repro- 
duction. 
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A lobby window in a radio station can be handled routine- 
ly, or, as KABC does it, with imagination. 


Davip NowINson 
One-color label, actual size, 
affixed to standard package 
to promote ‘‘deal. 


Designing a Versatile Store Display Unit . 


With just three different components, V-M Ince. is supply- Able-Stik accSELLerator Spots are 
ing its dealers with an unlimited number of display units. pressure sensitive labels (no moisten- 
ing required), stick to any surface 
and cut labor-time costs on the assem- 
bly line. (Ask for a demonstration! 
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1. Tension’s Display Window en- 
velopes attract customer at- 
tention— stimulate more im- 
pulse purchases. 


2. Display window lets customer 
see the merchandise—its color, 
texture, form. 


ITENSION ENVELOPES 


3. Seal ‘n REseal (the closure that 
can be opened and closed 
time and time again) lets 
customer take out mer- 
chandise for close exam- 
ination and replace it. 







4, Envelope protects merchandise 
—always keeps it in salable 
condition. 


5. Envelope makes product easy 
to display—easy to ship—and 
easy to stock at retail outlets. 


Tension can create for your 
merchandise an envelope with 
display window die-cut in any 
shape—in any position. And 
Tension know-how assures" per- 
fect perimeter sealing” of the 
window patch for smooth, snag- 
free insertion. Ideal for adver 
tising mailings, packaging 
parts, product merchandising, 
and special communications. 









ny 
Ae Tension Envelope Corp. 


815 East 19th Street 
Kansas City 8, Missouri 


* TENSION ENVELOPES + TENSION ENV 





Please send me, without obligation, 
free Tension Display Window Envelopes 
used by other firms in our field. 


Name re cncinccas 
Firm Name 
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The Editors 


Five Year Review... 


Here’s AR’s Choice for 
The Most Interesting 
Developments Since ’'53 


We have seen lots of interesting 
developments. since we proudly 
mailed out Volume 1, Number 1, 
just five years ago this month. Just 
for fun, we decided to sit down and 
list the most “interesting” develop- 
ment in the past five years in each 
of the fields AR covers regularly. 

While, in many cases, there have 
probably been more important de- 
velopments, we thought you might 
be interested in reviewing some of 
the things that have impressed us. 


e Art... To us the most interest- 
ing development in advertising art 
during the past five years has been 
the tremendous upgrading of stock 
art. The big agency art directors 
would undoubtedly point their col- 
lective finger at other major trends, 
but the developments in stock art 
have probably affected more ad- 
vertisers than anything else in the 
field. 

Of course, there was stock art 
around long before AR arrived on 
the scene, but nothing like that 
available today. There is consist- 
ently better quality, greater variety 
and drastically lower prices. Much 
of the credit for what has hap- 
pened in this field belongs to one 
man—Harry Volk Jr. His new “Art 
Director's Clip Kit,’ in our opinion, 
brings stock art to a new peak, 
just as his monthly clip books of 
line art, which arrived at the scene 
about the same time as AR, pre- 
viously established new standards. 


e Audio & Visual Aids . . . Enter 
the tape recorder. Five years ago, 
the tape recorder was still primarily 


CUPECOOECEEOEEUEREOREOEOOREOREOOROCOEUORUCEOOREODERERECEEDOUTOROORECERODOOCEETOOCORECONOCEOOREDEOSOEEOREOOEOOSEOOEOESOCEOOORDOEEOSODSERECOOEREONOREOEEEE 


Display typefaces in this issue . . 





used by radio stations, schools and 
hi-fi fans. Now, however, it has be- 
come an important part of most 
audio and visual aids programs. Be- 
cause of its versatility, the tape re- 
corder has been put to use in so 
many different ways that no pro- 
gressive advertiser can now afford 
to overlook it as a basic communi- 
cations tool. 


© Direct Advertising . . . Increased 
quality in direct mail has certainly 
been an obvious important develop- 
ment in direct mail during the past 
five years, but we have been par- 
ticularly impressed by the number 
of advertising agencies who have 
come to recognize the medium as 
“worthy” of their consideration. 
More and more agencies are adding 
direct mail specialists to their staffs 
and taking over the handling of this 
medium for clients. 


© Layout & Typography . . . While 
the trend toward wide typefaces 
and the increasing use of foreign 
faces has certainly been notable, 
we have been most impressed by 
the growing use of photo-lettering 
in its many forms. No longer is any 
advertiser limited to the faces con- 
tained in the cases of the nearest 
printer or  typographer. With 
thousands of photo-lettering faces 
now available, new freedom of 
typographic expression has_ been 
found. Unfortunately, as is usually 
the case with youth, much of this 
freedom has been _ undisciplined, 
but perhaps this is just part of the 
job of learning to work with new 
tools. 


© Packaging & Labeling .. . There’s 
been something new practically 
every day the past five years in this 
field. Some of the most exciting 
things have been done with vacuum 
forming—-a technique which will 


tueteceeeens 


. 19—Craw Clarendon; 21—Tempo Black Extended 


& Balzac Brush; 23—Bernhard Modern Italic; 26—Bodoni Black Italic; 28— Studio 
Bold; 44—Garamond Italic; 52—Tempo Black Extended; 55—Alternate Gothic #2: 
61—Dom Casual; 65—Tempo Bold & Bodoni Campanile; 71—Beton Open; 74— 
Clipbook #1 & #10; 81—Karnak Black Condensed & Mistral; 83—Tower; 89— 


Balzac Brush 





probably become much more im- 


portant in the future. But our at- 
tention has been attracted by peo- 
ple rather than materials and M S TA L ¢ i CG N os 
methods. Of special interest has 

been the growing acceptance of the ‘ . ° 

role of the ssidatdaual package de- --- Ae the chotce og Local & National ¢duertisers 
signer. More and more, advertisers anal 

have ceased to depend upon just i 
any artist or art director for their 

new package designs and _ have ROADSIDE aad 
turned instead to the skilled crea- 
tive packaging expert. This is, of POINT -OF -PURCHASE 
course, not something that has just PLAIN OR 1] 
happened in the past half decade, **§COTCHLITED’ 

but real recognition of the package 

designers’ importance has_ taken 

shape during this period and prom- 

ises to gain momentum during the 

next five years. 


ANY SIZE IN COLORFUL, 
nn ATTRACTIVE DESIGNS 
© Paper ... There have been many 


. aaa Metal Signs that SELL for 
important paper-making develop- you night and day! Any size 
ments in the days since February 2 PURINA 

1953 and probably at the top of the 


a or style for a wide variety 
CHOWS aT vs of applications. We'll design 
list is the rage for whiter whites. i a your sign if you want. Of 

: steel or aluminum, plain 
But nobody at AR could possibly | — or ‘SCOTCHLITED’. 
overlook an important development 


re SILK SCREEN PROCESSED 
which has concentrated the atten- | Ree ba Silk screened for beautiful 
tion of many advertisers on how fe 


display of your trade name, 


important the selection of a paper trade mark, or copy. 


stock can be. We're talking about 


magazine inserts, a phenomenon of SEND US YOUR INQUIRY... 
the 1953-1958 period. Inserts, like os Teese s i ere SIGN & MFG. CO. 
package 


designers, have been 3601 S. 2ND STREET - ST. LOUIS 18, MO. 
around for some time, but their at- 
tention-getting magic didn’t really : 
catch on until recently. And, in 
most cases, the selection of the 
right paper stock gets top attention 
whenever an insert is planned. 


e Photoengraving .. . Here’s a field 

that has really awakened during 

the past five years. Formerly a 

slowly moving group, the photoen- 

gravers have suddenly realized that 

there are plenty of new horizons 

and have come up with a hatful of 

new developments. If we have to 

select any single development as 

most interesting, we'll pick the fast- CORR 

etch processes, particularly with Of course ou 

magnesium plates. But from the hammers, 

sounds you hear, there may be some consumer out of his « advertisers 
vastly more interesting develop- Contact pnd him prov for quality im 
ments before we can celebrate our U q TT a are turning nak guarantee of selling 
sixth or seventh birthday. The en- . one display ee eal at point of sa'e- 
tire industry is closely watching 

new experiments with nylon and 

plastics and new applications of 

electronics. 


@ Photography ... We doubt that 
anyone will argue that new, faster 
films are the big development in 
this field, but we’ve been most in- 
trigued by the way some of the 
leading advertising photographers 


THE REYBURN MANUFACTURING CO.,INC. 
have been able almost to replace 


copy writers with their story-telling a ), htt hatha Reyburns 
photos. Probably the top man on oa tain paatateaadiaheites 
a : 


this score is Bert Stern, although 
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others have also turned their cam- 
eras into story-telling machines. 


© Premiums Anyone want to 
argue that there has been just one 
really big development in this field? 
The trading stamp craze has caught 
not only our attention, but the at- 
tention of millions from coast to 
coast. AR got in on the beginning 
of the boom with a report on what 
at the time seemed to be a 
phenomenon (“Trading Stamps 
Build Repeat Business for Denver 
Merchants,’ Sept. 53 AR). But 
look what's happened that 
time! 


local 


since 


Our selection for 
the most interesting development in 
printing is the “Pleasing Color” 
process. We are still proud of the 
fact that AR was the first publica- 
tion to report on this development 
(“New Color Printing System Re- 
vealed at Conference,” Nov. 753 
AR). Actually, tri-color reproduc- 
tion has really become commercial- 
ly important only in the past two 
or three It is important for 
many reasons, but probably most 
important is that it has encouraged 
many advertisers to use process 
color when formerly they would 
look at their budgets and shudder 
at the thought of full-color. 


e Radio & TV Production . 30 
much has happened in this area 
during AR’s days, that it is almost 
impossible to put your finger 
any single “most interesting” de- 
velopment. In radio, we've been 
intrigued by the resurgence of sing- 
ing commercials, but probably most 
impressed by those little commer- 
cial vignettes which are being used 
so effectively by many advertisers 
such as Bell Telephone and Beech- 
nut Gum. In tv, we have been 
amazed by the “lasting power” of 
animated commercials. 


© Printing 


years. 


on 


@ Shows & Exhibits . Probably 
nothing has been more important 
in the field of trade show exhibits 
than the development of modular 
exhibit units. Not only have stock 
modular units made_ exhibiting 
easier for thousands of advertisers, 
but the big exhibitors are leaning 
more toward developing exhibit 
components which can be combined 
and recombined in different ways 
to provide a fresh touch for each 
show without a rebuilding 
job every time. 


major 


© Signs & Identification Materials 
. . What we called “The New 
Trend” in our March 1953 issue is 
still the biggest thing in the dealer 
identification field—plastic signs. A 


post-war development, the Plexi- 


glas sign has become the standard 
of the industry. The big growth for 
this advertising medium has been 
during the past five years, but there 
appears to be an even greater fu- 
ture for plastic signs. Many types 
of businesses are just now turning 
to plastic signs and the manufactur- 
ers are predicting expanding vol- 
ume for some time to come. 


There are some 
who would say that the ballpoint 
pen is the biggest development in 
advertising specialty field in the 
past half decade. Certainly no 
single specialty has ever become 
the leading (and lasting) item in 
so short a period. But we have 
found another item much more in- 
teresting—the diligent effort of the 
industry to achieve recognition as 
a major advertising medium. The 
speciality jobber, who now seeks 
recognition as an advertising coun- 
selor, has come to realize that there 
is more to. effective advertising 
than just filling in an order blank 
and spelling the customer’s name 
right in the instructions for 
printing. Many of the jobbers 

recognized this for years, but only 
recently has there been an indus- 
try-wide attempt to 
medium recognition 
tive participation in 
vertising picture. 


© Window & Store Displays 

The biggest development in the dis- 
play field since 1953 
growth—both in volume 
turity. It’s the maturity 
most impressed us, however. Since 
1953, the point-of-purchase medi- 
um has moved up from a frequent 
“afterthought” to one of the key 
elements in almost every consumer 
advertising campaign. Part of this 
maturing process has been the in- 
creased activity by advertising 
agencies in the display field. 


© Specialties 
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achieve major 
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> Interesting point in a release from 
Student Marketing Institute. Amer- 
ica’s 3% million college students, 
says SMI, represent what is prob- 
ably the country’s foremost group 
of “non-tv viewers.” An_ over- 
whelming 52°, never watch tv at 
all on weekdays during the entire 
school year, and an additional 24% 
watch for an hour or less per day. 
This was one of the findings of 
the Student Market Index, a 
tinuing survey of the college mar- 
ket conducted twice yearly by 
SMI. The survey showed that al- 
though more than 2/3 of college 
students have tv sets available to 
them in their dormitories or other 
living quarters, only one in 20 has 
a tv set in his or 


con- 


her own room. 





Penn/ Brite 
Offset 


THE PAPER FOR 
parking 


REPRODUCTION 





To keep pace with the ‘round the 
clock operation of papermaking 
machines, two New York and 
Penn quality control labs operate 
day and night to check every 
incoming ingredient and every 
unit of finished production. 

‘ =. The result is a paper that is clean 

round the clock quality control keeps and bright; that New York and 

Pen n/Brite — Penn can stand behind; and that’s 

worthy of all the subsequent care 

clean, bright, ready for the - Ze. -> and effort put into it by quality 
lithographers. 


Maintaining Penn/Brite Offset’s proper 
. moisture content when it’s sheeted, trimmed, 
and packed is a ‘round the clock job, too. 
For it, New York and Penn has one of the 
few moisture controlled finishing rooms in 
the industry. The result is a paper that lies 
: ; x i ; flat and runs on your presses with a minimum 
Penn/Brite Offset is priced i a. of stretch, shrinkage, or curl. 
attractively, too. Write for a re : 
swatch book and let us send you 
the name of the New York and 
Penn merchant nearest you. 


New York & Pennsylvania Co., 425 Park Ave., New York 22,N.Y. Lithographed on Penn/Brite Offset, 


100# smooth finish. 


New York and Penn 


Makers of Penn/Brite Offset * Penn/Gloss Plate * Penn/Print Papers: Eggshell * English Finish * English Finish Litho * Super * Clarion Papers: Duplicator * Mimeograph * Bond * Tablet 





READERS Whit f 


The Little Thinks 


® Can I shout a couple of ‘“Amens”? 
Your lead-off paragraphs in the 
November Editor’s Notebook strike 
the nail right on the head. Surely, 
it’s those little thinks that count in 
promotion, public relations, even 
everyday living. 
So many of us forget that simple 
point; thanks for the reminder. 
My next letter is to our salesmen 
— subject: “The Little Extras.” 
W. T. CLAwson 
Director, Adv. & Prom., Harris- 
Intertype Corp. Cleveland 
(Ever since we got this letter we 
have been wondering whether it 
should have been “things” instead 
of “thinks.” Even if it was a typo 
in the original letter, we think we 


like think better ... Ed.) 


British Humor? 


e I was wondering if, in the three- 
column cut on the first page of your 
article on the Gilbey exhibit (AR, 
November), a subtle touch of Brit- 
ish humor accounted for the fact 
that the “Emergency Exit” sign ap- 
pears above the “Cocktail Era” dis- 
play in the background? 
Rospert F. ALEXANDER 
Adv., Mgr., Geophysical Service 
Inc. Dallas 
(We'll have to ask designer Bill de 
Majo what he had in mind. We 
wonder if there isn’t a pub, serving 
Gilbey’s, of course, just beyond that 
emergency exit ... Ed.) 


What ROP Needs 


e The article Designing for ROP 
Color (AR, November) is excellent. 
Right now we are planning a mail- 
ing piece on the subject of news- 
paper reproduction and we would 
like to enclose a reprint of this 
article by John W. Amon. 

Mr. Amon’s article is just what 
this field of ROP color needs. He 
has done a fine service for the in- 
dustry — please offer him our con- 
gratulations. We agree with him 
wholeheartedly. 

GeorcGe T. BECTON 

Sales Megr., Lincoln Photo-En- 

graving Co. Philadelphia 


Plaudits for Cropping 


© Just a note to say, “Congratula- 
tions” on your terrific feature How 
to Crop Photos in the October is- 
sue. This, I think, is as effective a 
treatment of the subject as I’ve 
ever seen. 
RoBert W. BROWN 
Editorial Service Bureau, East- 
man Kodak Co., Rochester, N.Y. 


(Thanks. Even cropping can't re- 
move our blush of appreciation 


Ed.) 


Guide to Rates 


® Your October issue came to my 
desk today and I consider the 
Guide to Postal Rates very well 
done. We would appreciate your 
permission to reproduce it. We plan 
to circulate the reproductions to 
people in St. Louis who are in- 
terested in direct mail. 
H. BunN WINTER JR. 
Winter, Horan and Associates, 
St. Louis 


AR Bridges Gap 


@ Congratulations on a very fine 
magazine. At one time we even sold 
a number of subscriptions for you, 
because we found your magazine 
to be a very great help in bridging 
that gap in knowledge between the 
artist and other phases of the ad- 
vertising business, such as printing. 

S. M. OBERMILLER 

Palette Shop, Milwaukee 


(Thanks for your remarks and your 
help. We hope to continue to help 
bridge gaps, wherever they appear 


Ed.) 


Electronic Manikin 


@ In the November issue of AR, 
there was a request for a talking 
manikin. We thought you might 
be interested in how we solved the 
same problem. 

At the National Electronics Con- 
ference and Exhibit in Chicago last 
fall, we gave engineers a chance 
to hold hands with an electronic 
blonde. (See cut on next page.) 








GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Dept. F-2 e Telephone: MI chigan 2-5651 


PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! ‘Storyboard’ 
TV Pad —for full-size 


visuals! 


Here's our brand new 

TV storyboard pad that 

allows you to make vis- 

vals of TV scripts in big 

5 x 7” panels. Each page has 4 large video and 
audio panels against a 70%, gray background. 
Each segment is perforated so that when the TV 
show has been visualized on the pad, the per- 
forated segments can be taken apart and bound 
to form a complete TV storyboard or presentation. 
Size 14 x 17”. 200 Segment to the pad. 


No. 72C—TV STORYBOARD PAD $2.50 ea. 


The Copi-Counter 


Just roll it over your copy 
— it counts while it rolls! 


THIS LITTLE DOUBLE-DIAL 
indicator, graduated’ in 
inches and picas on one 
side and inches and agates 
on the other side, is the 
new time saving instru- 
ment for rapid counting of 
typed manuscript lines, 
measuring columns of type, galley cuts or other 
dimensions of type. In operation, the wheel is run 
up the pages or columns and the length in inches 
or total number of typed lines is indicated on the 
dial. A time saver for typesetting, by quickly 
estimating the total character count, from which 
the number of typed lines can be determined. 


THE COPI-COUNTER $4.95 
Write on your letterhead for 
200-page catalogue of art sup- 


plies. “‘An Encyclopedia of Ar- 
tists Materials” 


tL a 


2 WEST 46th ST., NEW YORK 
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Blonde, gowned in the latest Ceil 
Chapman creation, her hand was 
invitingly outstretched. As a visit- 
ing engineer placed his hand near 
hers, she softly spoke a warm sales 
message about our products. The 
secret is a continuous loop tape re- 


within her 
frame, plus an 


corder papier-mache 

electronic trigger 

sensitive to the presence of a hand. 

HERMAN I. RUDMAN 

Sales Prom. Mgr., Norden-Ketay 
Corp., Stamford, Conn. 


Read, Not Scanned 


e We receive your magazine and 
enjoy it very much. The information 
which you print is, of course, very 
useful in our line of work. All the 
publications and magazines on ad- 
vertising are in our offices. Most of 
them we scan, but yours we read. 
We're looking forward to your next 
issue. 

Do you have the addresses of any 
companies which handle or make 
plastic bags, which we are inter- 
ested in using for promotional pur- 
poses? 

R. W. MAYFIELD 

Sales Prom. Mgr., Southern Sash 

Sales & Supply Co., Sheffield, 

Ala. 


Art Not Photography 


e It almost goes without saying 
that the people at Libby, McNeill & 
Libby are genuinely pleased to have 
one of their packages chosen as one 
of the most successful at the point- 
of-sale (“Packages That Sell,” AR, 
November). 

However, the vignette illustration 
on the strawberry package de- 
scribed was reproduced from art- 
work rather than a photograph. Ac- 
tually, there are two schools of 
thought on how vignette illustra- 
tions should be made. Some prefer 
the artist’s rendering, while others 
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believe photographic vignettes to be 
the answer. 

Libby goes one step further by 
combining artwork and photograph- 
ic vignettes in nearly all of their 
label designs. There are, of course, 
exceptions, and their strawberry 
package is one of them, since this 
illustration was made from artwork. 

SHERWOOD D. WILSON 

Midwest Div., H. S. Crocker Co., 

Chicago 


Praise for our ‘Best’ 


® Your article “A Basic Guide for 
Paper Buyers” (January) is a most 
interesting one and some of the 
members of the advertising depart- 
ment would like to receive copies. 
Do you contemplate reprints of this 
article? 
WiLuiaM L. BREMER 
Aluminum Co. of America, Pitts- 
burgh 


® Congratulations on your new 
“Best of AR” series. The alert ad- 
vertising man must read and save a 
great many different pieces of in- 
formation during the course of a 
busy year. An occasional authori- 
tative summary of new develop- 
ments is of genuine assistance. 
Please record my vote, too, for 
your perforated pages. However, 
since your current issue contained 
many items I am saving, I would 
prefer to see all of your pages per- 
forated. 
Hy ScHNEIDER 
Benton & Bowles, New York 


e I was very much interested in the 
“Basic Guide for Paper Buyers.” I 
hope reprints of these articles will 
be available as I would like to order 
copies for members of our advertis- 
ing staff. 
Ivan A. CopPE 
Asst. Ad. Mgr., Great Northern 
Railway, St. Paul, Minn. 


@ We read your article “A Basic 
Guide for Paper Buyers,” and be- 
lieve this to be an excellent article 
on paper. We are eager to obtain 
two dozen reprints to use in our 
own organization. 
Rosert A. UrISH 
Labor Relations Supervisor, Kable 
Printing Co., Mount Morris, III. 


(Reprints of “A Basic Guide for 
Paper Buyers” are now available at 
25c each. For quantity prices see 
page 35. Others in our Best of AR 
series will be ready soon after pub- 
lication ... Ed.) 





The following letters have been se- 


lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
-that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Photos on Masonite 


® We have made up several photo 
display panels by rubber cementing 
8x10” glossy photos on painted Ma- 
sonite panels. Every once in a while, 
one or more photos persist in peel- 
ing up off the panel, no matter how 
often we recement. 

How do we overcome this? 

ANDREW KoRNYLAK 
President, M-H Standard Corp., 
Jersey City 


Gifts from Overseas 


® We are looking for a source of 
inexpensive gifts to be sent to cus- 
tomers from overseas. We are in the 
process of developing a special pro- 
motion for one of our clients which 
calls for a series of gifts in the $1 
category to be mailed directly to 
the client’s customers from a for- 
eign source. 
L. C. Hopper 
Acct. Supervisor, Dix & Eaton, 
Cleveland 


Disappearing Ink 


@e Can you refer us to sources of 
disappearing ink? 
LAWRENCE E. Davis 
Megr., Merchandising Dept., Nehi 
Corp., Columbus, Ga. 


Multilingual Greetings 


e Can you recommend any typog- 
raphers who can give us the type 
in native symbols for Merry Christ- 
mas or its equivalent? 
James A. Norris 
Acme Sign & Poster Co., Baton 
Rouge 





Public Interest Award 

10th annual, sponsored by National 
Safety Council, 425 N. Michigan Av., 
Chicago 11. Awards (noncompetitive), 
in five categories, will be made to media 
which rendered exceptional service to 
safety in 1957. Winners in radio, tv and 
advertiser classifications will be eligible 
to compete for the Alfred P. Sloan 
Radio-TV Awards for Highway Safety. 

Closes February 1, 1958 


Changeable Sign Installations 
Sponsored by Wagner Sign Service Inc., 
218 S. Hoyne, Chicago. Covers sign in- 
stallations using Wagner changeable let- 
ters and mounting equipment. Open to 
sign companies and _ their employes. 
Prizes to be awarded for best photos of 
signs; also for best statements on how 
Wagner products increased business. 
Closes February 21, 1958 


Printing 

Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive awards. 

Closes last day of each month 


Public Relations 

Sponsored by the American Public Rela- 
lations Assn., 1010 Vermont Av., NW, 
Washington. Entries will be judged in 
17 categories including government, 
utilities, agriculture, manufacturing and 
banking. Awards will be made for the 
most notable use of public relations 
techniques in attaining a particular goal 
during 1957. Certificates of Achievement 
may also be awarded other entries in 
each category. 

Closes March 1, 1958 


Specialties and Calendars 
Sponsored by {dvertising Specialty 
Natl. Assn., 1145 19th St.. NW, Wash- 
ington 6; Ralph Thomas, Executive Di- 
rector. Open to businessmen who use 
advertising specialties and calendars in 
advertising, merchandising or public re- 
lations activities; also to anyone who 
buys, sells or uses them for a business 
purpose. Cash prizes also are given fot 
best descriptions and documentations. 
Closes July 1, 1958 


Now | ask you, gentlemen. . . 


it’s tie: WORLD'S FINEST 


GREATEST! CRAFTINT-DEVOE 


“16” 
COLOR WHEEL SET 


Craftint-Devoe 
Spectrum 
Show Card Colors 


16 one- ounce jars... 


$ 3:40 per set 


Preferred by professionals and advanced 
students, the“16” Color Wheel Set offers a complete 
range of gorgeous colors...16 in all...to meet 
every art requirement. Ideal for teaching 

color theory and harmony. Creamy, opaque and 
smooth-flowing paints in a brilliant array 


of spectrum colors that include: 


At Art dealers everywhere, or write to: Spectrum Yellow 


Spectrum Yellow-Green 

{ Spectrum Green 
, Spectrum Blue-Green 
os Spectrum Blue 

aX oO ra 5 | mt Spectrum Blue-Violet 
Spectrum Violet 

Spectrum Red-Violet 

THE CRAFTINT MFG. COMPANY Secstouss Res 
NEW YORK «+ CLEVELAND + CHICAGO Spectrum Red-Orange 

e : Spectrum Orange 

A Spectrum Yellow-Orange 

1615 Collamer Ave. Cleveland 10, Ohio Dark Brown 
Gray 

Flat Black 

White 


First Choice 
with Advertising Agencies 


Here Type Can SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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covers for your catalogs. 


department of your business. 


The {ccopre 





Binder co m- 
bines | e leaf 
convenience 
large capacity 
and economy. 
Ideal for Cata 
log Covers. 


When transfer time 
comes just slip the 
bound papers from 


the Accobind I alder, 
insert a new Acco 
and the 
ready for 


Fastener 
Folder is 


another year's filing. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal 


ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 


and other filing supplies 
ACCO PRODUCTS 
A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toront 
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Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder | 


Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They're loose-leaf, lie flat, 
open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 





multiple punched forms) 





i 





O/ 
SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how. in not more than 200 words, with pictures 
or drawings where possible. ApvERTISING REQUIREMENTS will 
pay $10 each for items published here. Send materials to 
Editor, ADvERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 


11. No material 


will 


be returned 


unless specifically re- 


quested, and accompanied by return postage. 


Jigsaw Puzzle Mailers 
Offer Lowcost Impact 


While the publishers of a new 
publication, Ohio Boating, wanted 
to register its existence with poten- 
tial advertisers through the medium 
of direct mail, they could not afford 
elaborate or costly mailing pieces. 

So, with the “plush out of the pic- 
ture,” I fell back upon the gimmick- 
impact method in a three-piece jig- 
Saw teaser. 

All three cards were printed to- 
gether on one long strip of index 
stock, in one color. Then, with a 
bit of cutting rule, the printer cut 
the pieces apart to make a simple 
‘“jig-saw’”’ puzzle. 

The three pieces were mailed a 
day apart by first class mail as in- 
surance against puzzle-spoiling 
postoffice lagging. 

The first two sections carried a 
small line of type, “to be continued,” 
as a means of getting the recipient 
to keep the first mailers till the 
puzzle was completed. 

A spot check indicated that prac- 
tically all recipents saved the first 
two pieces until the third arrived 
with our “commercial,” showing ra- 
ther definitely that we had accom- 
plished our purpose at a price we 
could afford. 

Britt ARTER 

Byer & Bowman Ad. Agency, 

Columbus 


Devises Editor’s Packet 
For TV News Releases 


Wanting good tv news coverage 
on the introduction of a new auto- 
mated tool we were producing, we 
decided to impress the tv editors 
with a release packet designed es- 
pecially for tv use. 

Designed as a folder, the release 
carried a cover message saying: 
“For your tv convenience — cur- 
rent NEWS”. The folder opened up 


to show three 35mm color sildes in 
special pockets with a numbered 
and streamlined copy message per- 
taining to each color slide printed 
above the pocket. 

The measure of success and proof 
that tv news editors found the news 
packet to their liking was the fact 
that six out of seven tv stations 
used the packet with three of the 
editors reading the condensed copy 
verbatim. 

We based the use of 35mm color 
slides on statements by tv news ed- 
itors that they prefer these to gloss- 
ies, mat prints or snaps because of 
the lack of cropping and the ability 
of the colors to translate into black, 
white and gray as well as color tele- 
casts. 

Bos Kriz 

Public Relations, Giddings & 

Lewis Machine Tool Co., Fond 

du Lac, Wis. 


Interchangeable Panels 
Provide Display Variety 


We 


case 


needed a_ portable 
that would fill the 
requirements: 


display 
following 


e Set up 
meetings 


quickly and easily at 


® Do double duty for both of our 
wire rope divisions, although not at 
the same time 


e Adapt to a variety of specific 
fields such as mining, contracting, 
etc., each of which had its own spe- 
cial rope recommendations with 
little overlapping interest. 


We had not thought of separate 
display units for these 
problems because of the 
impracticality. 

The answer we found was in the 
construction of sturdy, wooden 
“shadow-box” type units built with 
interchangeable inner panels for our 
various markets. These _ silk- 
screened plywood panels slide in 


separate 
financial 





The Agency’s Role in Packaging 
Gustav Nordstrom, executive director of the Folding 
Paper Box Assn., presents some challenging thoughts 
on the coming relationships between the package 
designer and the advertising agency in a special 


article, ‘Packaging The New Dimension.” 


PUOCCROCECCCOECU COCR CCCOCEOCEOROROED 





A Basic Guide to Business Films 
The third in the “Best of AR” series, this article 


offers a useful guide to the planning, production and 


hey 


| ADMAN’S 

| HANDBOOK 

distribution of sponsored motion pictures. Incorporat- 

ing material from over a dozen AR articles, it will 

provide a valuable addition to your Adman’‘s Hand- 
K. 


and out when necessary on alu- 


minum tracks mounted inside the 
box. 


PUCCUUOUCECECUOOGCCOCOUGOCEREOOEOEE 


> All product samples on the panels 
are held with chrome-plated rings 
which were drilled, tapped and 
bolted from the rear. Removable 
division signs are bolted to the top 
with wing nuts, and fit inside for 
shipment. Additional interchange- 
ability is obtained with slides on the 
photo mounts. 

After a pilot model was made, we 
made ten more for all our district 
office branches, and we always have 
the “right kind” of a display on 
time at the right place. 

J. E. HILsHEerR 

Sales Prom. Dept., American 

Chain & Cable Co., Wilkes-Barre, 

Pa. 


Simple and Unusual House Organ Formats 
AR presents a helpful portfolio of ideas on the sub- 
ject of formats for external house organs — with 
special emphasis on simple, yet effective styles. 
The ideas range from a simple printed postcard tc 


} 


slick, colorful magazines. 


CUOCCUECOOUOCGRERCGOEE REED 


How to Get Good Food Photographs 


George Lazarnick, one of the country’s outstanding 
ph 


I 


jraphers { foods for advertisements, tells 
some of the tricks necessary to get photos that have 
real appetite appeal . . including a helpful five 


int checklist. 


How & When to Use Printed Calculators 


ingenious promotional tool, which takes many 


Short on Photos? 
Why Not Flop ’em? 


estimated that 
] in the 


some 
I've found that lacking a photo 


or two to illustrate the last spread 
or few pages in a brochure or book- 
let dummy is not the problem it 
seems to be. 


POCOUACOCCCOCOOERCORCGGCGORECHOEEEEE 


How to Buy Graphic Arts Materials 
The administrator of graphic arts purchasing for 
The solution is to have the printer 
or engraver reverse one of the 
photos already used in the book and 
crop it differently this second time 
around. 
For instance, if a photo, used 
earlier in the book, had a building 
on the left have it flopped so the 
building is on the right in the sec- 
ond use and crop it to emphasize 
something that was left out in the 
first picture. OTHER 
As a word of caution, however, SPECIAL 
it’s best if there’s no lettering in the FEATURES 
photo when you have it flopped. But 
if it does, you can usually retouch 
it to take out the lettering, so that 
most readers will not detect it. 
Wiuiiam E. DuGcaNn 
Fairfield. Conn. 


function in 
{ recognition 


jraphic arts 


COUCORORCHOREOCOCOCHOOROEOOEE 


e Traveling Exhibits Build Good Will 


how more than 50 display 


stomer 


' 


n 


e The Journeys of a Robot 


rot € Yr 


COUeOCHCCHOREOHOOEOtES 


ther 


@ How Shell Dealers Use Direct Mail 


1istory on the effective use of dire 


POCeUeeeeeaeneneee 
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Remington Hand 


PUNCHED CARD RECORDS Service 







Seles Mo } 
Account Meme t 


Bor o 


6. Ce 


It's a matter of pride with us 
that so many makers of quality 
products use Eureka gummed 
labels. 


These discriminating firms insist 
on high quality. They know that 
Eureka standards are based on 
over 50 years of experience 
and craftsmanship in designing, 
printing and gumming. 


That's why quantity users who 
insist on quality at a saving turn 
to Eureka. 


Let us know your requirements 


and we'll be happy to send you 
full information. 


EUREKA SPECIALTY 
PRINTING COMPANY 
Dept. 20 - Scranton, Pa. 


a 
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MAY, 1958 


May |! 
Child Health Day (Presidential Procla- 


mation) 


Vay Day 


May 1-7 
Correct Posture Week . . . sponsored by 


Natl. Chiropractic Assn., Natl. Bldg., 
Webster City, la. 


May 1-8 
{merican Camp Week . . . sponsored by 


American Camping Assn., Bradford 


Woods, Martinsville, Ind. 


May 1-31 

Better Bedding Time .. . 
Natl. Assn. of Bedding 
chandise Mart, Chicago 54 
United Cerebral Palsy Month . . . spon- 
sored by United Cerebral Palsy Assns. 
Inc., 369 Lexington Av., New York 17 
Vational Better Hearing Month 
sponsored by American Hearing Society, 
1800 H St.. NW, Washington 6 
Vational Canned Hamburger Month .. . 
sponsored by Canned Hamburger Insti- 
tute, 41-23 Murray St., Flushing, N. Y. 
Vational Ornamental Iron Month 
sponsored by Tennessee Fabricating Co., 
1490 Grimes St., Memphis 6. 

Vay is Picture Month... 


sponsored by 


Mfrs., Mer- 


sponsored by 


Master Photo Dealers’ and _ Finishers 
Assn., 104 E. Michigan Av., Jackson, 
Mich. 


Plumbing, Heating. Cooling Month .. . 
sponsored by All-Industry Plumbing and 
Heating Modernization Committee, P.O. 
Box 1919, Washington 13 

Vational Retirement Month . spon- 
sored by Retirement Foundation — of 
America, 1434 DuPont Bldg., Miami 
National Tavern Month 

by Natl. Licensed Beverage 
Seventh St., Racine, Wis. 
Vational Water Svstems Month 
sponsored by The Natl. Assn. Domestic 
& Farm Pump Mfrs., 39 S. LaSalle 
St.. Chicago 3 


White Bread Sales Month 


. sponsored 
Assn., 420 


spon- 
sored by Natl. Bread Sales Months. 
111 N. Marion St., Oak Park, Il. 
May 4-10 
Be Kind To Animals Week . spon- 


American Humane Assn., 896 
Pennsylvania St., Denver 

Goodwill Week . . . sponsored by Good- 
will Industries of America, 1229 Twen- 
tieth St., NW, Washington 6 

Vational Home Demonstration Week . . . 
sponsored by U.S. Department of Agri- 
culture, Cooperative Extension Service. 
Washington 25 

Vational Radio Week sponsored 
by Electronics Industries Assn., 1721 
DeSales St., NW, Washington 6 
Vational Raisin Week . . . sponsored by 
California Raisin Advisory Board, P.O. 
Box 1963, Fresno, Cal. 


sored by 


May 4-11 
National Family Week sponsored 
by The Joint Department of Family Life 
of the Natl. Council of Churches, 257 


Fourth Av., New York 10 


May 9-16 
Foot Health Week sponsored by 


American Foot Health Foundation, 3301 
16th St., NW, Washington 10 


May 10-17 
Let’s Go Fishing . . . sponsored by The 
Sporting Goods Dealer Magazine, 2018 
Washington Av., St. Louis 3, Mo. 
National Frozen Food Week . . . spon- 
sored by Natl. Frozen Food Distributors 
Assn., 60 E. 42nd St., New York 17 


Vational Luggage & Leather Goods 
Week .. sponsored by Luggage & 
Leather Goods Mfrs. of America Inc., 
220 Fifth Av., New York 1 


May 11 

Mothers Day 
tion) 
Rural Life Sunday sponsored by 
Dept. of Town and Country Church, 
Natl. Council of Churches, 257 Fourth 
Av.. New York 10 


(Presidential Proclama- 


May 11-17 
Vational Defense Week . sponsored 
by Reserve Officers Assn. of the U.S., 
2617 Connecticut Av., Washington 8 
National Girls Club Week . . 


by Girls Clubs of 
State St., 


° sponsored 
America Inc., 265 
Springfield, Mass. 

Vational Hospital Week 7 sponsored 
by American Hospital Assn., 18 E. Di- 
vision St., Chicago 10 

Vational Transportation i aoe 
sponsored by The Associated Traffic 
Clubs of America, Office of the Secre- 
tary, 110 S. Dearborn St., Chicago 3 


May 15-June 15 
National Mothproofing Month . . . spon- 
sored by Woolite and Larvex, c/o Ted 


Worner & Associates, 1650 Broadway, 
New York 19 


May 18-24 

Vational Motel Weel ‘. sponsored 
by American Motor Hotel Assn., 219 
V.F.W. Bldg., Kansas City, Mo. 
National Domestic Rabbit Week ° 
sponsored by American Rabbit Breed- 
ers Assn. Inc., 1707 E. Carpenter St., 
Springfield, Ill. 

World Trade Week (Presidential Proc- 


lamation ) 


May 19-24 


Vational Cotton Week . . 
Natl. Cotton Council of 
W. 34th St.. New York 1 


. sponsored by 
America, 112 


May 21-27 


Vational Coin Week 
American Numismatic 


Wichita 1, Kan. 


. sponsored bv 
Assn., Box 577, 


May 21-31 
Good Car-Keeping i eek > of sponsored 
by Allen Advertising Agency Ine., and 
Automobile Seat Cover Mfrs. Assn., 159 
E. Chicago Av., Chicago 11 


May 22-31 
Vational Pix kle WV eek =: al sponsored by 
Natl. Pickle Packers Assn. Inc., 202 S. 
Marion St., Oak Park, Ill. 


May 26-30 
Packaging W eek sponsored by 
American Management Assn.. 1515 


Broadway, New York 





a Orn ACO nn Ate 
little Label. 


whatre you dong 


on the table ? 


Give your products that “take me 
home” look with a Fasson self-adhesive 
label. You can get Fasson in a wide 
range of attractive materials and 
colors ... and with an adhesive 
that’s just right for every purpose. 
There’s one that can be removed 
without scraping or soaking months 
after application . . . another 

that holds tight permanently 

(for instruction stickers, etc.). 


Twinkle your sales. Write for samples. 


Fasson Products 


Seth Wheeler, Sales Mgr., Graphic Arts Div., Elmwood 2-4444 
ee Pee Dept. A2T, 250 Chester Street, Painesville, Ohio 
Advertising Materials 
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Selected AR Reprints 





The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the December 
issue. Except where otherwise specified, each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 


are available on request. Send orders to Reprint Editor, AR, 200 East 
Mlinois $t., Chicago 11, til. 


New This Month 
301 A Basic Guide for Pape: Buyers 


The Best of AR tells what the adman must know about paper 
243 Designing for R.O.P. Color — by John W. Amon 

An art director gives the rules which have won awards for h 
241 How a Cartoon Character Sparks a Campaign — by Treadwell D. Covington 


An entire campaign for a dairy is based on an imaginary figure 
240 Making an Effective Direct Mail Package — by William Baring-Gould 


An expert from Time Inc. gives some practical suggestions 


Color 
151 Color in Advertising — by Faber Birren 


agency 


An expert outlines the best colors for advertising 


Copyrights 


201 Advertising Copyrights — by Robert J. Burton ($1) 


Copyright protection for graphic art a compilation of ten AR article 


Contests 


205 A Contest Isn't Over When The Winners Are Picked — by Phil Seitz 
How Dodge gets the greatest value from its ‘‘Dodge for | 
184 Mrs. America . . . Beauty Takes A Back Seat — by Ted Sanchagrin 


Case history on new approach to beauty contests 


Photography 


228 A New Guide to Color Photography — by Egon Berka 
A simple explanation of the many types of color film now available to adn 
175 How to Use Color Stats — by Ted Sanchagrin 
How admen are exploiting the many uses of full-color photostats 
171 How to Get Better Advertising Photos — by Errol Prince (50c) 
AR’s two-part series on getting and 
162 How to Crop Photos — by Vincent T. Tajiri 
Pointers for getting the most out of photographs for reproduction purposes 
138 The “Taking” of a Man of Distinction — by Ted Sanchagrin 
The story behind the photographs in Lord Calvert's ‘‘Man of Distincti 


sing advertising photos 


n aas 


Point-of-Purchase 
195 Abbott Aims at the Consumer — by Bert Enos 


Retaining its ‘‘ethical’’ approach, Abbott used many ways to sell consumers on it: 
160 Professional Installation Assures Success for Admiral Displays — by Bert Enos 
How professional installation services assured success for a display program 
148 Why Agencies Should Be Interested in Point-of-Purchase Displays — by Bert Enos 
Several case histories show why agencies need to recognize display 
104 Display Package Builds Sales for Zymenol — by Webster Kuswa 


A well-planned promotion turns a prescription drug int 


Sucary 


a consumer product 


Premiums 
227 Ballast Your Business with Balloons 


Thirteen ways to use balloons as premiums to help build 
225 Personalize Your Premiums — by Kenneth F. Curry 
Erwin Wascy’s premium buyer tells how to get greater impact in your program 
222 Ten Years of Progress in Premiums — by Gordon C. Bowen 


An expert looks as the post-war premium boom and its meaning to admen today 
206 Premiums at General Mills 


sales 


The inside story of one of the country’s largest users of premiums 
188 How to Promote a Ten-Cent Gadget — by John C. Swift 


The promotion behind White Cap Co.’s premium item, the lid flipper 
169 Do's & Don’ts for Premium Buyers — by Gordon C. Bowen 


A helpful checklist for planning premium promotions 
153 Follow Through — Key to Premium Success — by Arthur E. Irwin 


A complete program of follow-through is the key ingredient in premium promotions 
149 Give the Dealer What He Wants — by LeRoy King 


A former supermarket operator gives examples of premiums retailers like 
134 The Great Premium Boom — by Gordon C. Bowen 


A quide to premium types and their use as a promotion medium 


Publicity 


221 Make the Most of Your Star — by Don Young 


How Wilson & Co. gets promotional value from the tour of its 
199 Merchandising Publicity — by Morris B. Rotman 

Case history of a publicity program which drew extra dividends through effective merchandising 
194 Chiquita Banana Goes to School — by Clarence W. Moore 


How United Fruit Co.'s story gets to teachers and students 
185 How to Handle Relations With Radio, Television & Newsreels — by William G. Cox 


A guide to an effective publicity program for audio and visual media 
183 Planned Personalized Promotion — by Haviland F. Reves 


How a Detroit restaurant personalized its promotion 
173 How to Prepare a Modern Annual Report — by Herbert C. Rosenthal 


Some realistic guides for the preparation of effective annual reports 
158 Elsie . . . Borden's Living Trademark — by Ted Sanchagrin 


What Borden’s cow accomplishes by touring the country 


program star 


Radio 


123 How to Prepare Jingles for Radio Spots — by Maurine Christopher 
The basic rules for one of radio’s most effective techniques 
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for ADMEN 


@ Television Writing and Selling, 
by Edward Barry Roberts: The 
Writer Inc., Boston, 500 pages, $6.50 


© Television Plays for Writers, ed- 
ited by A. S. Burack, The Writer 
Inc., Boston, 396 pages, $5 . . . both 
practical aids for the free-lance tv 
writer, the Television Writing and 
Selling book outlines, from idea to 
actual production, the entire process 
of writing for tv. Material covers 
both “live” and filmed tv shows, as 
well as documentaries, adaptations, 
musicals and commercials. Informa- 
tion includes story selection, the use 
of special effects, problems of time 
and space, and camera directions. 
Television Plays for Writers pre- 
sents a first-time collection of eight 
successful tv scripts by outstanding 
tv authors. Such well-known scripts 
and writers as Horton Foote 
(Flight), Tad Mosel (The Out-of- 
Towners), and Gore Vidal (Honor) 
are presented. The plays and the 
authors’ comments on how the plays 
were written combine to make a 
practical handbook for any writer 
interested in the tv medium. 


@ Bacon’s Publicity Checker 1958, 
published by Bacon’s Clipping Bu- 
reau, Chicago, 320 pages, $18... 
This booklet will prove invaluable 
to the public relations man who must 
compile lists of publications to re- 
ceive releases. It lists 3,447 maga- 
zines in 99 separate categories. For 
each entry it includes the name of 
the publication, its address, its edi- 
tor’s name, the time and frequency 
of issue, its circulation, and most 
useful of all, which of 14 categories 
of information it uses. 

Since this latter information has 
been obtained by questionnaires 
sent to the editors, use of the guide 
will enable the elimination of 
wasted releases or effort. 


@ Modern Publicity, 1957/1958, ed- 
ited by Frank A. Mercer, Studio- 
Crowell, New York, 180 pages, $10 
.. . To produce the 27th edition of 
this handsome book, the editor went 
through many thousands of speci- 
mens to select the 1,000 items from 
33 countries illustrated here. With 
examples from the categories of 
posters, printed advertising, direct 
mail, letterheads, showcards, pack- 
aging, wine labels, record albums 
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Add prestige, action, color 
to all your paperwork! 


Now your reports, booklets, cat- Colorful, low-cost 
alogs—all your business litera- E 
ture—can have a handsome, | 
modern look . . . an appearance 
that’s sure to command atten- 
tion and build prestige for you, 
your company and your products. 
The Apeco ‘‘Bindak’’ binds 
paperwork—quickly, easily, con- 


veniently and economically— @ . PLASTIC BINDING 


with colorful, durable plastic. = 
Now you can bind one book or a ~_ makes every thing 
thousand with a professional = = 
touch—right in your own office i 5 bie look impressive! 
when you want them—in your ‘tad ' 
choice of 12 action-getting colors. 
So give all your bound mate- 
rial a jump on competition by 
giving it the look of quality and 
taste. Bind with colorful Apeco 
plastic—the durable binding 
material that sells while it en- 
courages prospects to keep and 
use your material. r 


Apeco Plastic Division AR- 28 
American Photocopy Equipment Company 
1920 W. Peterson Ave., Chicago 26, Illinois 


Blic binging 


Gentlemen: Please rush me, without obligation, your new free 
book on the remarkable Apeco “Bindak”’ and the applications 
of plastic binding in the modern office system. I’m interested 
in how plastic binding can be beneficial to my business. 


Name 


Title 
Mail This 


Postage-Paid Air Mail Card 
Today For Important Free Book! 


PRINTED IN USA 


Company Type of Bus. 
Address 


City State 









ALL YOUR REPORTS 
BOOKLETS AND 
BOUND PAPERWORK 
























Now it’s possible to bind any size or type of material—in seconds— 
in a professional manner that protects as it sells with its good looks. 
It requires no special skills or training. It’s quick, easy, economi- 
cal. It offers many unique advantages. For example, Apeco plastic 
bound books can always be kept current—sheets can be conven- 
iently added at any time without disassembling the book. 


Stop right now—and consider the many, many possible applica- 
tions for durable, impressive plastic binding in your business— 
applications that will save you time and money as well as dra- 
matically, effectively build goodwill. 


Apeco’s Desk Punch 
Punches quickly, clearly. Attractively 
designed for desk-top use anywhere in 
the office. So fast! Efficient! 


CA. “WA NA. 


FIRST CLASS 
Permit No. 26670 
Chicago, II! 















Via Air Mail 


| BUSINESS REPLY CARD | 
No postage stomp necessary if mailed in the United States 


6¢ postage will be paid by— 
Apeco Plastic Division 


AMERICAN PHOTOCOPY EQUIPMENT CO. 


1920 W. Peterson Ave. 
Chicago 26, Ili. 





deserve the color 
beauty and protection 


ot APECO 
PLASTIC 
BINDING 


Have you read this new 








LOOK AT ALL THESE 
OUTSTANOING FEATURES! 


@ Pages turn easily— 

do not tear out! 
Handsome and eye- © Durable—withstands 
catching for greater long, rough handling! 
sales-appeal ! @ Commands attention 


@ Pages lie flat— over your competitors’ 
are always readable! — material! 












See the difference—send us a sample 
_.. Of your material and we will plastic 


Pied bind it without charge and rush it 






Statement back to you for your inspection. . 


Find out how you can use the all-new 


Apeco “‘Bindak"' plastic binding method 
in your business 


This comprehensive, illustrative book contains com- 
plete information about the most exciting develop- 
ment in modern office procedure—Apeco plastic 
binding equipment. It demonstrates the countless 
ways this remarkable new method can work for you 
to build sales, prestige, impact for your business 
material. Send for your FREE copy—today! No ob- 
ligation. But hurry! Supply is limited. 


TEAR OUT AND MAIL THIS 
POSTAGE-PAID AIR MAIL CARD! 
GET YOUR FREE COPY OF 

THIS IMPORTANT NEW BOOK! 


American Photocopy Equipment Company 
1920 W. Peterson Ave., Chicago 26, Illinois 








and trademarks, and 100 or so of 
the illustrations in full color, this 
volume is worth having. While 
there is some overlap between this 
and other contemporary collections, 
such as the Poster Annual, Graphis 
Annual, and the Art Directors Club 
Annual, there is not enough to be 
disturbing. 

“The strongest impression left in 
my mind,” says the editor in his 
foreword, “after studying the many 
thousands of specimens sent in for 
this volume is that there is not a 
manufacturer, exporter, advertising 
agent, artist or printer in any indus- 
trial country who can study his ad- 
vertising complacently World 
competition for public favor is in- 
tense; appreciation of advertising 
values is increasing and broaden- 
ing. 


im i 
Conventions 


All meetings listed here are annual con- 
ventions, unless otherwise described. 


FEBRUARY 
4-6 ... SPI Film, Sheeting & Coated 


Fabrics Div. Conference, Commodore, New 


York 


6-8 . . . International Typographic Com- 
position Assn. Midwinter Conference. 
Roosevelt, New Orleans 

10-12 . . . American Management Assn. 


Marketing Conference, Statler, New York 


17-23 . . . National Photographic Show. 
Coliseum, New York 

MARCH 

2-5... Natl. Electric Sign Assn., Sham- 


rock Hilton, Houston 

2-9 . . Intl. Trade Fair of Packaging 
Machines, Confectionery Machines & 
Packaging Materials, Dusseldorf, Germany 


4-6 ... Advertising Art. Photography & 
Modern Reproduction Show, Biltmore, 
New York 

9-12... Natl. Lighting Exposition, Col- 


iseum, New York 

14... Roadside Business Assn., Mayflow- 
er, Washington 

17-21 Master Photo Finishers & 
Dealers Assn.. Conrad Hilton, Chicago 
25-28 ... Packaging Machinery & Mate- 
rials Exposition, Convention Hall, Atlantic 
City 


28-April 1... Advertising Specialty Natl. 
Assn. Spring Specialty Show, Palmer 
House, Chicago 

31-April 2... . Natl. Paper Trade Assn.. 


Waldorf-Astoria, New York 
APRIL 





1-10... 37th Annual Exhibition of Ad- 
vertising & Editorial Art & Design, Wal- 
dorf-Astoria, New York 

14-15 ... Intl. Assn. of Electrotypers & 
Stereotypers Spring Technical Conference 
& Exhibition, Carter, Cleveland 













for a GRAND TOUR... 













































































Move Your Exhibits the Prompt, 
Economical MAYFLOWER Way! 




















@ Whether the job is moving your exhibit for one appearance, or through 











a series of showings in different cities, Mayflower can do it quicker and more 











economically. The number of vans you need is assigned to your tour, and 








move accordingly to your schedule. Packing service is available if needed. 








Because the van can load and unload promptly, you can schedule your show- 











ings during a shorter period of time. Mayflower has long and successful 

















experience in transporting exhibits for many of the nation’s leading com- 








panies. Your local Mayflower agent can make all the arrangements for you. 


AERO MAYFLOWER TRANSIT COMPANY, INC. - 

















INDIANAPOLIS, INDIANA 
































AERO 


WY EN tte 


NATION-WIDE 
FURNITURE MOVERS 




















































AMERICA'S FINEST LONG-DISTANCE MOVING SERVICE 
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Offices in principal cities 
U. S., Canada and Europe 


New York 
Boston 
Rochester 
Philadelphia 
Washington 
Atlanta 
Richmond 
Jacksonville 
Charlotte 
Dayton 
Cincinnati 
Louisville 
Indianapolis 
Columbus 
Toledo 

Fort Wayne 
Cleveland 
Pittsburgh 
Detroit 
Grand Rapids 
Chicago 
Oshkosh 
Milwaukee 
Minneapolis 
St. Louis 
Kansas City 
Des Moines 
Memphis 
Dallas 
Oklahoma City 
Houston 
New Orleans 
Los Angeles 
San Francisco 
Portland 
Toronto 
Montreal 
Frankfurt 
Brussels 
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CAPPEL, MAC 


BELNAP & THOM PSON 


ROSS COLES & COMPANY 


Today, American business faces its 
greatest marketing challenge in dec- 
ades. There could be no more appro- 
priate time for a move designed to 
double the efficiency, flexibility and 
impact of one of the most powerful 
sales promotion tools ever developed 
— professionally handled sales incen- 
tive campaigns. 

By combining the three leading in- 
centive firms, The E. F. MacDonald 
Company can now offer faster and 
more efficient service on local, na- 
tional and international campaigns. 

The facilities and staff available to 
each client will be more than dou- 
bled. Added offices throughout the 
United States, Canada and Europe 


The E. F. MacDonald Company €B 


WORLD-WIDE SALES INCENTIVE SERVICE / Dayton 2, Ohio 


INC. 





will put professional service near 
managers and distributors as well as 
home office executives. 

Expanded creative staffs located in 
Dayton, Chicago and New York will 
provide flexible planning, copy and 
layout service. More warehouses and 
a larger selection of merchandise will 
assure fast delivery of prizes. Mac- 
Donald’s own world-wide organiza- 
tion will make worry-free arrange- 
ments for incentive travel. 

If your company needs increased 
sales or improved salesmanship, in- 
vestigate this proved service. E. F. 
MacDonald incentive campaigns are 
an easy, low-cost way to gain com- 
petitive sales advantage. 








How to Hit 


Your P. R. Target 


The seven essential steps 


in a successful public relations campaign. 


By Frederick Brownell 


There are seven essential steps in 
the conduct of a successful public 
relations campaign. 


1. Pick on your targets. 
2. Study your audience. 


3. Select your themes, symbols, and 
appeals. 


4. Determine your strategy. 
S. Set up your organization. 
6. Plan and schedule your tactics. 


7. Execute your plan, employing 
the tools of public relations — of 
which, of course, one of the most 


This article is excerpted from a book- 
let “Public Relations is Everybodys’ 
Business,” by Mr. Brownell. a Detroit 
p.r. consultant. While written original- 
ly for security dealers, the approach 
is universal in its application. 


important is publicity. 


Too many companies, when they 
embark upon a public relations pro- 
gram for the first time, mistakenly 
attempt to short-cut the first six 
steps and concentrate all their ener- 
gies on pursuing that portion of the 
seventh step which is concerned 
with the seeking of publicity. This 
frequently proves in the long run to 
have been a costly blunder. 


> Let’s consider all seven of these 
steps in order. 


1. Just what are your targets? 
What do you hope to accomplish 
through your public relations pro- 
gram? 

The problem is not merely one of 
getting publicity about your com- 
pany or product into magazines or 
newspapers or onto radio or tele- 
vision shows. Your purpose should 
be, rather, to set in motion a broad 
activity, affecting all branches of 


your business an activity whose 
success will, in the final analysis, 
depend upon the smooth interlock- 
ing of all program elements to pro- 
duce the maximum impact. 


>» Here is a poor guy who has never 
been able to define his targets. He 
has just three arrows, and 
can see 


as you 
at least four places where 
he can use them. What’s more, he 
can’t decide which one of these tar- 
gets he should shoot at first. Should 
he aim at the goose, and take his 
chances with the bear? Or should 
he aim first at the bear, and let the 
squirrel and rabbit get away? 

Targets may be classified as im- 
mediate, intermediate, and _ long- 
range. You have to think about 
them all. 


2. Let’s think about your audience. 
Studying the various publics that 
you hope to interest can help you to 
determine which of the targets you 
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Two Views of p.r. 


. . Public relations is like throwing stones. Drop enough small peb- 


bles in a pail of water, and eventually it will overflow. Or a stone thrown in a lake 
will spread ripples in a chain reaction until they reach the shore. 


have set for yourself are reasonably 
attainable, and which are hopelessly 
visionary. 

Just which audiences do you aim 
to reach? 


e First, there’s the great big 
American public as a_ whole. 


@ Then there’s the smaller group 
composed of people who have mon- 
ey to invest. 


e Thirdly, there are special sub- 
groups of investors: small investors, 
large investors, salaried workers, 
professional people, business exec- 
utives, housewives, widows, elderly 
people. 


e There are the young people, now 
in school, going to be the investors 
of tomorrow. 


e There are bankers, family and 
estate lawyers, security analysts, 
and others in a position powerfully 
to influence the purchase of mutual 
funds. 


e There are economists, economics 
teachers and other “opinion lead- 
ers,” whose views can and do af- 
fect the public’s thinking about mu- 
tual funds. 


e There are your own dealers, and 
other security dealers. 


e And finally, there are your own 
shareholders. 


> Just who are all these people? 
What are their aims and aspira- 
tions? What publications do they 
read? Just what do they think about 
you, and your competitors? It will, 
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I believe, repay you to study these 
questions rather carefully and find 
out the answers. 


3. The selection of themes, symbols, 
and appeals is the third important 
step in the setting up of a success- 
ful public relations program. 
Themes, in order to succeed, must 
appeal to basic human motivations. 

Symbols are the shorthand by 
which themes are represented: Old 
Glory for the United States, a 
sword and scales for Justice, a cov- 
ered wagon for the Pioneering 
Spirit, the Rock of Gibraltar for the 
Prudential Life Insurance Com- 
pany’s strength and resources, One 
Wall Street for the Financial Heart 
of America. 

Appeals are the things that make 
your themes and symbols come to 
life. Here are some of the more uni- 
versal appeals — the things that 
most Americans, regardless of age 
are interested in: 


® People are interested in their 
jobs, their families, their homes, 
spiritual uplift, self improvement, 
music (both hot and cool), sports, 
food, and clothes. 


® People likewise are interested in 
their children, their neighbors, their 
health, people in other lands, cul- 
tural development, social contacts, 
gossip, entertainment, and beauty. 


e But, above and beyond all else, 
people are interested in themselves. 


4. What strategy are you going to 
adopt to put across the themes and 
symbols you want to impress on 


people’s minds? 

Are you going to play it coy, like 
Julius Caesar refusing the crown 
thrice publicly offered to him by 
Mark Anthony? Or are you going 
to rant and rave, like Hitler? Are 
you going to distribute dimes, like 
John D. Rockefeller? Or you prove 
what a good fellow you are, after 
the fashion of Comrade Krushchev? 

Are you going to employ the 
strategy of Association, of Contro- 
versy, of the Exotic, of the Grace- 
ful Gesture, of the Milestone, of 
Personalization, of Public Service? 

These are only a few of the score 
or more of recognized strategies 
commonly employed in public-rela- 
tions work, and new ones are being 
invented every day. 


5S. Setting up your organization is 
the fifth important step in any pub- 
lic relations program. 

A campaign without an organiza- 
tion and a directing head is like a 
football team without a quarter- 
back — all eleven members play- 
ing the game according to their own 
rules. 

Part of the job of organization, 
moreover, consists of providing the 
necessary wherewithal in terms of 
money, manpower, and equipment, 
to get the job done. Without these 
accouterments, your public rela- 
tions organization is as hopelessly 
unfitted to accomplish the job as- 
signed it as a football team would 
be if you sent it out onto the grid- 
iron clad only in track suits. 


6. Planning and scheduling the tac- 
tics of your campaign is the sixth 
important step in the conduct of a 
public relations program. 


Without detailed and _ careful 
planning you are liable to end up 
like the unfortunate fellow with 
the cart before the horse. 


7. The seventh and final step is to 
execute your tactics, employing the 
tools of public relations according 
to the plan and schedule that you 
have agreed upon. 

Chief among the tools of com- 
munication and persuasion is, of 
course, publicity. But publicity is 
by no means the only one. 

There are also such tools as ad- 
vertising, printed literature, films, 
exhibits, correspondence, public ap- 
pearances, and personal contacts. 
All of them are important. All are 
being used successfully for public 
relations purposes. 

Publicity differs from these other 
tools chiefly in the fact that, through 
it, you are able to persuade other 
people — people who themselves 
control important channels of com- 
munication — to tell your story for 
you. 44 
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Give Your Release 


a Fighting Chance 


The editorial director of ten business magazines 
gives 11 down-to-earth tips for getting more of 


By N. N. Goodman Jr. 

Editorial Director 

The Industrial Publishing Corp. 
Cleveland 


Every Monday morning the mail 
man hauls in about 1,200 pieces of 
mail addressed to our 10 magazines. 
If your press release is in this pile, 
it has about one chance in 40 of 
getting into print. The reason for 
your poor odds: no magazine has 
enough space to run all the news 
items it gets — even the valid news. 

Your problem, limited space, is 
complicated by the volume of mail 
that has to be sorted, checked, 
analyzed and edited. Make no mis- 
take: Editorial mail is not an in- 
fringement on an editor’s time. It’s 
an important part of his job to treat 
it carefully and thoroughly, but 
even so, it faces stiff competition. 

There’s no secret formula for 
editing news releases. Our editors’ 
criterion is simply: Is this item of 
legitimate news interest to my read- 
ers? If it is, your release gets into 
the final fight for editorial space. If 
not, out it goes. 


>’ You can help the editor and 
probably improve your own chances 
of getting some of his scarce space 
by following these tips: 


1. Is it really news? Youd be 


your press releases through the editorial sieve. 


amazed at the volume of purported 
news we see here. One manufactur- 
er changes the latch on the lid of a 
housing. Another switches from 
round-head screws to countersunk 
fasteners. Same product. Same op- 
eration. But some poor public rela- 
tions man has a copy quota to meet, 
so he grinds it out. Chances are, no 
editor will get caught on this type 
of thing. And he’ll be more skeptical 
about the validity of your next re- 
lease. You're better off saving your 
effort for the really newsworthy de- 
velopments in your firm. 


2. Is it appropriate for the mag- 
azine? Our hydraulics magazine 
isn’t interested in safety gadgets. 
Our material handling magazine 
wants only news that relates to ma- 
terial handling in one way or an- 
other. So cull your mailing list to 
cover just those magazines that are 
right down your release’s editorial 
alley. And, equally important, make 
sure your release tells why and how 
its subject relates to the specific 
magazine’s field. 


3. Does the release stand on its 
own hind legs? It will run or get 
thrown out on its own merits. Im- 
plying that there might be some 
space in the offing, or starting your 
letter of transmittal “Since yours is 
one of a group of magazines that 
has been suggested for next year’s 


schedules, I am enclosing a... .”, 
puts the kiss of death on your ma- 
terial. That sort of thing is an insult 


to the editor. 


4. Is the copy explicit? Remem- 
ber the space shortage. A safe ap- 
proach is the old newspaper tactic: 
get the what, who, why, where — or 
as many of them as possible — into 
your first paragraph. Follow-up 
facts and specifications can come 
along later. This lets the editor edit 
from the bottom up without killing 
your basic message. About specs: 
Don't forget that we’re editing for 
specialists. If they’re interested in 
your pump, they want facts, all the 
facts, about capacity, operating char- 
acteristics, size, etc. 


5. Is it puffed up? All the facts, 
certainly. But don’t get carried 
away. When he runs into strings of 
superlatives, the editor starts to shy 
away. The windier you get, the less 
chance your release has. 


6. Is it interesting? Just because 
it’s technical doesn’t mean it has to 
be dull. Some companies’ releases 
follow such a rutted pattern that 
one of our editors once received a 
news item that started out: “The 
XYZ Company is pleased to an- 
nounce the death of its president, 
Mr. Joe Blow....” 


7. Is it illustrated? A good photo 
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- especially an application shot of a 
new product gives your release 
an edge even before it’s read. Make 
sure you send glossy prints: They 
reproduce better. Of course, 8x10's 
are best, but 5x7’s will do. Cut out 
the strained cheesecake. Sure, we 
like girls. But scantily clad cuties 
steal the reader’s attention from 
your new Little Nemo Model D-43. 
A good shot of the Little Nemo in 
use will be better. Don’t send cuts: 
they usually wind up as _ paper- 
weights. Put a stiffener in the en- 
velope and stamp the envelope 
Keep 


staples, pins, paper clips and rub- 


Photograph: Do not bend. 


ber bands away from photos. 


8. Are the photos identified? 
Let’s see, is this Jones (who was 
promoted) or Smith (who was re- 
placed)? Don’t know? We take no 
chances because we can’t risk get- 


Attendance Builder 


Half a gift is often better than none. The 
hibiting for the first time at the Advertising Specialty Guild 


show, sent out half of its Cookbook Holder, 


visitors t jrop in at their sample room 


half, and t 


with a note inviting and of the 
id 


ver the line at the same time. 


ting our cutlines switched. There- 
fore, make sure every photo is 
identified. Don’t type on the back. 
Instead, type out the caption on a 
separate sheet of paper and tape it 
to the bottom of the photo. 


9. Where can we get more facts? 
There’s a hundred to one chance 
that your announcement will really 
hit the hot button. The editor wants 
more data, more pix. Whom does he 
call? Make sure your release gives 
the name, address and phone num- 
ber of the man who can supply 
complete information. You might 
find your little release winding up 
with a major feature treatment. 


10. Is your release so crowded it 
comes out like a can of sardines? 
Be sure your copy is double-spaced 
with sufficient margins on all sides. 
This enables the editor to edit the 
material with ease. Single-spaced 


EXHIBITS 


Business Cards 


Yornwall Corp., ex 


pick up the other 


\V YD } ~ 
Vinyl Froducts, ost 


card is made of red 


There's nothing like using a business card 


person 


example of this | 


copy makes editing overly difficult, 
often discourages the use of an 
otherwise good release. 


11. Does your release fly apart 
at the seams? Far too many re- 
leases come to our editors in pieces, 
often with a page missing. If your 
release runs more than one page, it 
should be securely stapled together, 
with subsequent pages clearly 
marked in case they are pulled 
apart. 


> If you’re in doubt about your re- 
lease, or want help directing it, 
come visit the editor. You don't 
need a formal introduction. Editorial 
doors are always open. 

Since most editors travel a lot, 
you'll do well to make an appoint- 
ment. But, if you catch him in, he’ll 
probably put you to work sorting 
news releases. 44 


PRINTING 


carry more in 


formation than simply the name and address of the company 


x 


whose card it is. A particularly successful 


sader adaptation is the card used by Hazel 


Louis manufacturer of plastic products. The 


vinyl, with the information stamped in gold. 


DIRECT ADVERTISING 


Phone Changes 


It's always a nuisance e a telephone number! 


ind it takes a long time for the new number 


the many places where ld number 


Giesey, advertising typographers in Portland, Ore., sent 
stcard with its new number, but to make 
stapled to the I 1 perforated sheet wi 


number printed i self-adhesive stock 


placed in 


number, 


suggesting these be 


jirectly over the old 


EXHIBITS 


Literature Carrier 


*hanged Many 


catch up with large envelope 


still listed. Paul O. pick them up t 


th 


it a chures and samples. 


he chance sstick, it serve as a walking billboard. Chemc« 


‘ompanies have adopted the practice of giving away a 
shopping bag at conventions. Exhibit visitors 


ld the customary collection of leaflets, bro 


In the meantime, the imprinted envelopes 


manufacturer of materials 


the name and new for platemakers added a new twist at the St. Louis meeting of 


the Natl. Assn. 


serve as a shoulder 


Jrommets in the flay 


Photolithographers. Its envelope had tw 


+ 


which a piece of cotton tape was tied to 
strap. 


CONTESTS 


DIRECT ADVERTISING 


Looking Ahead 


Rather than look back on its 50th anniversary, Underwood 


Neuhaus & Co., Houston investment firm, decided t k ahead. 
With its agency, Rives, Dyke & Co., the company asked Houston 


: da al ace : 
artists to submit an 18x24” illustration, in any medium, giving 


their idea of how their city will look in 2007, on Underwood 
Newhaus’ centennial. The 35 entries proved fascinating, bizarre, 
beautiful and downright frightening. A total of $1,150 in prizes 


was awarded. 
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Cleaning Lists 


When sending out the first of a new series of booklets, Herbick 
& Held, Pittsburgh printer, used a two-part insert. One was 
headed ‘Apologia, and read in part: “If we have apparently 
misdirected this book to you, please be assured we have done 
so deliberately. Somebody else in your company, whose name 
we would like to have, may gain benefit from a reading of its 
pages.’ 


The other part was a business reply card with room for 


additional names. 





How Are YOUR 
Premiums Handled ? 


Foote, Cone & Belding, Los Angeles, wanted to know what 
happened when premiums were ordered, so they sent in 
100 orders, and tabulated the results. 


By Phil Seitz 


While handling of premium offers 
by mailing houses is generally satis- 
factory, there are some weak spots 
worthy of attention, a survey con- 
ducted by Foote, Cone & Belding, 
Los Angeles, reveals. 

The survey was made by Ken 
Wells, under the direction of Russ 
Nagel, head of merchandising ac- 
tivities in the agency’s Los Angeles 
office. 

It was started in January, 1957. 
The purpose of the study, ac- 
cording to Mr. Wells, was to get 
samples of a large number of cur- 
rent premium offers to compare 
with those being made by the agen- 
cy’s clients, to see how effectively 
non-routine requests would con- 
fuse the mailing houses, and to 
measure and evaluate the methods 
being used for handling non-routine 
premium orders. 


> During January, a total of 50 pre- 
mium offers, all on food products 
then being made in Los Angeles 
through a variety of media, were 


collected. Most of the offers were 
on the package or on merchandising 
material in the store, although some 
came from magazine and newspa- 
per advertising. 

A paired order was sent on each 
offer, using two separate resi- 
dential addresses, and two different 
names. One of the orders was a 
part-pay, and the other was a no- 
pay. In a few cases proof of pur- 
chase was sent, but it was not in- 
cluded in a majority of the orders. 

The orders were mailed during 
the first and second weeks of Feb- 
ruary. A complete record was kept 
of each order, the date it was mailed, 
the date the premium was received, 
the date of any correspondence re- 
sulting. 

Interestingly enough, more than 
half of the orders sent with a short- 
age of funds were shipped out with- 
out delay, and almost one-third of 
those without any money at all. 

Time elapsed between order and 
receipt of premium, where pre- 
mium was sent without question, 
averaged 24 days. One premium 
was received within 5 days. 


These are the 
original orders: 


results of the 


Part-Pay No-Pay 

Orders sent 50 50 
Premiums received 

without delay 26 15 
Requests for 

additional payment 1l 
Orders returned 13 
Supplies exhausted 

(mailer said) 2 
No reply 10 


>» After waiting more than a month, 
complaints were registered with all 
who did not send the premium or 
return the orders they had received. 
The record of this shows: 


Part-Pay No-Pay 
Complaints sent 14 17 
Premiums received 5 8 
Complaints rejected 1 2 
Still in correspondence 2 0 
No reply 6 7 


The follow-up of complaints was 
cut off as of June 1, and as of that 
date, there were still 14 offers from 


Premiums, Prizes & Specialties © 23 





for your next 
promotion? 


OAK HAS FILLED 


THOSE ORDERS 


Yes, The Oak Rubber Company 
has delivered on those unusual 
orders. Promotion men call on 
OAK for the big or unusual jobs 
because they know OAK has the 
skill and physical resources, 
gained thru 41 years in the 
balloon business, to handle just 
about every balloon request. But 
more important, they have come 
to rely on the speed with which 
OAK fills the day to day orders 
for promotion balloons—balloons 
chosen from the largest stock of 
standard and novelty shapes 
available — long lasting quality 
balloons that have successfully 
put over the promotions of thou- 
sands of business, industrial and 
civic organizations large and 
small. 


When You Think 


of Balloons think of OAK 


When You Think of OAK 
Remember the New OAK 
Promotion Items: 


% Beach ¥& Miniature 
Balls Sports Balls 


%& Crib and 
Pet Toys 

Ideal for Premiums, Giveaways & Souvenirs 

Write for Full-Color 

1958 Price List 


The OAK rT tl Co 


Ravenna.Ouio. 
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which neither the premium nor the 
return of money was received, de- 
spite the complaints. 

It was noted that while every ad- 
vertisement and order blank asked 
for proof of purchase, and although 
most orders did not contain it, not 


one single mailing house mentioned 
this fact. 


> From the records kept in the 
study, Ken Wells offers these “in- 
teresting” facts: 


@ Lipton Tea sent the premium in 
the case of the no-pay order, but 
requested additional money in the 
case of the part-pay order. This 
difficulty was not cleared up by 
correspondence. 


@® On a Parkay Margarine offer of 
nylons for 75c, the part-pay was 
25c, in return for which two pairs 
were received along with a card 
asking for an additional 25c. It was 
surmised the mailer thought $1.25 
had been received. The no-pay or- 
der was never filled or answered. 


e The best handling of these orders 
was when the whole order was re- 
turned intact. When this is done, 
it is clear the consumer’s order was 
incorrect and that the advertiser is 
not mishandling. 


® In response to one complaint, a 
card was received on April 28 at- 
tributing delay to the fact the com- 
pany’s plant had been closed dur- 
ing the holidays. 


© In terms of the value of the pre- 
miums received, it was felt that 
only one was disappointing, with 
others ranging from satisfactory to 
sensational. Two Lipton Tea offers 
were rated particularly sensational. 


> It is admitted that perhaps the 
study would have been more com- 
plete if a properly filled out order 
had also been sent in each case. But 
it is believed that the small per- 
centage of premium orders (esti- 
mated at two per cent) which do 
not include money or only part 
of it, are honest mistakes and the 
persons concerned believe they did 
send the right amount. In such 
cases, proper handling is required 
to retain good will. There are also 
chronic offenders who deliberately 
do not send the required money, 
but these are usually known to 
mailers. 

With these reservations, it is be- 
lieved the experience gained from 
the 100 orders on 50 offers is large 
enough to indicate handling is not 
quite as good as it should be. 

The advertiser is turning his 
business and his customers over to 
mailing houses which do not al- 








OFFER! 


BOLD 


— 


every 


time ! 
WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card’’ Brochure: Contains perforated 
fluorescent swatches... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-0-P impact. 
e Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 


Consult your silk screen printer . 
**For all your bright ideas.” 


Lawton (jp chowtcts Inc. 


Specify BOLD 


3550 Touhy Ave. * Chicago 45, Ill. 
Newark, N.J.*¢ San leandro, Cal. 


SAMPLE KIT OF 


CLIP 
BOOKS 


Clip a dollar (currency, 
check, stamps) to your let- 
terhead, get world’s biggest 
bargain in ready-to-use art. 
Generous samples of fa- 
mous “CLIP BOOKS OF LINE 
ART” plus exciting, new 
“ART DIRECTOR'S CLIP KIT” 
—the complete art, lettering 
and idea service. Enough 
art for dozens of news- 
papers or trade paper ads, 
circulars, bulletins, house 
organs, direct mail. 


DOUBLE-MONEY-BACK 
GUARANTEE 

Return samples in ten days 
for two dollar refund if not 
delighted. Or apply as two 
dollar credit on future pur- 
chases. No obligation. No 
salesmen will call. Send 
today ! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 





DIRECT ON YOUR BOARD, 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 


ArtO: Graph 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- & 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Ltt) Mn Mlle 
space — uses 
head “dead” 


Te 
Sy olola 


eRe 


NGEL. INC. 


728 Wash. pg S.E., Minneapolis 14, Minn. 


ELECTRO 


TURNTABLES 


DEPENDABLE 
MOTION FOR 


% Compare price 
% Look for Underwriters label 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 


Buchanan, N. Y a) Oy tLe Lele 


| 
| 
| 





ways handle customers as well as 


they should be handled. 


> Based on the experience of the 
study, it is suggested that these 
things be done to insure that cus- 
tomers are handled properly: 


1. Set up a carefully designed sys- 


tem for processing complaints and 
non-routine orders. 


2. Offers should be spot checked 
with “blind” orders to be sure or- 
ders and complaints are being han- 
dled efficiently. 


3. No-pays and part-pays should 
be watched, and controls set up if 
they become excessive. This can be 
done by asking for periodic reports 
from the mailing house. 


4. Be sure your order blank is 
large enough to be easily filled in 
by the customer and easily 
when received. 


read 


S. And generally, since an adver- 
tiser is in direct contact with his 
customers very seldom, he should 
be “blasted” sure his customers are 
being treated courteously and 
promptly. 


> For the record, Ken Wells and 
Russ Nagel apologize for any trou- 
ble they may have caused in han- 
dling the orders in their study. 
Using a conscience fund, all adver- 
tisers have been paid in full for all 
merchandise received. 44 


New York Street Guide 
Contains Key to City 


A new compact street guide, that 
holds the key to the maze of New 
York streets through a clever coding 
system, is available from Mercury 
Service Systems Inc., New York. 

The size of a business card, the 
214x310” card fits neatly in a wallet. 


- for more details circle 219, page 97 


Ad-Pencils Carry Sign 
For Company Trademark 


Advertising pencils that can be 
ordered with the company logo or 
trademark on the special display top 
are illustrated in a folder 
Shelbyville Pencil & Novelty Co., 
Shelbyville, Tenn. 

Prices range from $73.95 to $67.95 
per thousand for orders from 500 to 
10,000. This includes the customer’s 
trademark, logo or sign on the dis- 
play top plus five lines of advertis- 
ing imprint on the itself. 


- for more details circle 220, page 97 


from the 


pencil 
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@ LOW COST 
@ PRACTICAL 
@ APPRECIATED 


Ta a 
with 
sfelt) 

ast 

OFFICE 
SHOP 

AUTO 


Attractive as they 

are useful . . . these 

handy little oilers are 

wonderful goodwill 

dispensers, too! Stain- 
rease- 

less — odorless — they’re 

tops with both men and 

women. 

The clear, clean plastic dis- 
penser contains highest quality 
service oil, perfect for hundreds 
of uses. Throughout its long life, 
YOUR NAME, imprinted, will be 
seen and remembered with pleasure. 
It’s a low-cost, sure-fire promotion! 

If you make or sell special lubri- 
cants, we'll package them, too, with 
your own personalized label im- 
printed. They’re real sales boosters! 


fe A-KIT 


with your IMPRINT IN GOLD 


Nationally advertised at $1.00, but 
you can buy this famous kit in 
quantity at amazing low cost! Re- 
usable, transparent plastic case with 
YOUR IMPRINT on cover con- 
tains three specialized lubricants 
for every need...indoors or out. 
Makes a practical, attractive gift 
or self-liquidating premium. As- 
sure success for your next promo- 
tion with LUB-A-KIT. 

SEND FOR SAMPLES 
Complete information and prices will be 

forwarded promptly. 


TTT 


106 E. WALNUT ST MILWAUKEE 1, WIS 
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dry greens fast 





WEST POINT AERI-DRYER 


takes up excess water 





Demonstration Device This 
size, demonstrated the way the green 


ynly an ashtray with half a glass of water 


sponge, 


dryer worked 


JUST DIP IN WATER AND SEE WHAT HAPPENS 


shown nearly actual 


using 


How a Specialty 


When salesmen couldn’t break 
through to get a demonstration, 
a small sponge did the job of 
persuading the prospect that 
here was something worth look- 
ing at. 


A small sponge, 2x3x's”", served 
as a successful demonstrator for a 
machine that weighs approximately 
200 pounds and is 36” across. 

The selection of this advertising 
specialty solved a difficult problem 
for West Point Products Corp., West 
Point, Pa. The company has, in the 
past few years, built a reputation 
for supplying equipment needed to 
maintain golf course greens and 
other fine turfs. 

In its line is an Aerifier, which 
fights compaction in turf, and a 
Verti-Cut, which slices long blades 
of grass vertically to improve the 
putting qualities of the green. 


> Looking around for new tasks to 
conquer, the company attacked the 
rapid removal of excess water from 
the green. While this may not seem 
like a problem to the average home- 
owner, the thought of a heavy 
down-pour, followed by high hu- 
midity and a blazing sun, brings 
shudders to any _ greenskeeper 
worth his name, thinking of the 
$5,000 investment in the average 
green. 
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Sparked by West Point’s presi- 
dent, Tom Mascaro, and its research 
vice-president, Tom Harrison, the 
company came up with its Aeri- 
Dryer. This device uses discs of 
sponges, each 1” thick, to sop up 
excess water. In all the company 
tests, the device proved much more 
efficient than the older techniques 
of sweeping the water from the 
greens or soaking up the water with 
empty cloth bags. But distributors 
couldn’t believe that a sponge could 
be effective. And without belief, 
they wouldn’t push the machine, 
nor could they be effective sales- 
men. 


»’ An advertising specialty proved 
to be the key tool in breaking the 
jam. West Point ordered from Ce- 
dars Advertising Co., its local job- 
ber, small sponges, imprinted with 
the slogan: “Dry greens fast 
West Point Aeri-Dryer takes up 
excess water; Just dip in water and 
see what happens.” 

The first step was to get demon- 
strators in the hands of distributors. 
The sponge was sent out with de- 
scriptive literature. Distributors 
were urged to pour half a glass of 
water in an ashtray, and then to 
use the sponge to sop it up. The 
thirsty sponge made it evident that 
a 24” long sponge roller, 10” in 
diameter, could absorb a lot of 
water. 

Having seen what a lot a little 
sponge could do, distributors or- 


Broke a Sales Jam 


dered Aeri-Dryers. But greens- 
keepers and other buying influences 
within the golf clubs needed con- 
vincing, too, and the sponge was 
again used. The vivid demonstration 
convinced the prospects that the 
machine might work, and demon- 
strations of the equipment 
were easily arranged. 
turn, resulted in orders. 

If there is a moral to this use of 
advertising specialties, it is this: If 
your product is too large or too 
expensive to sample freely, how 
about finding some way to drama- 
tize its work by using only a part 
of it! 44 


itself 
These, in 





Selling Demonstration . 


. - A demonstra- 
tion by an ad specialty won an on-the- 
spot demonstration on the green. 











SCULPTURED 


TREASURES 


History’s Greats . For children and 
adults, this series of sulptured busts, 
offered by Van Brode Milling Co., Clin- 
ton, Mass., is a starter set for a private 
“Hall of Fame.”’ 
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Texantics Unlimited 
Describes Wild Bucks 


A folder illustrating a wild and 
wide Texas variety of money such 
as was never honored in the U.S. 
mint is available from Texantics 
Unlimited, Houston. 

Bigger than life, the Texas “wild 
bucks” range from 50 to 1,000 ab- 
solutely worthless — except for the 
fun — dollars, and are apt to come 
engraved with pictures ranging from 
Stephen Austin to a masked gun- 
man. 

Also illustrated in the folder are 
Texas “land deeds,” “Dear” Hunting 
Licenses, and a Titanic Texas Total- 
ity Insurance Policy guaranteed to 
pay off in advance. 


. . » for more details circle 206, page 97 


Premium Coupon Plan 
Described in Booklet 


The “pros” of a premium coupon 
plan and the “hows” in the effective 
handling of it, are available in “Re- 
peat Business, Key to Profits,’ a 
brochure released by the Premium 
Service Co., Teterboro, N.J. 
Illustrated with charts, diagrams 
and humorous line drawings, the 


brochure breaks down the actual 
operation of a premium coupon 
plan and costs and, in addition, 


shows the relationship between 
coupons issued, coupons redeemed 
and sales increases based on actual 
case histories. 

A description of the company’s 
coupon plan facilities is also 
cluded in the brochure. 

- . + for more details circle 228, page 97 
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LOOK MOM, 
he has a 


BALLOON ! 

























All You Need to Know 
About Balloons ...in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas © Sample Balloons 
Price List 
Imprint Work Sheet 


















Get it for your files now! 



























E-AWA 


USEFUL— 


Best GIV 


~ SIGHT SAVERS booklets 


imprinted with your company 
message. 


FREE SAMPLES 


Write today—for prices and full 
details on different ways you can 
use imprinted SIGHT SAVERS... 
the best silent salesman in sight. 


Address Dept. 012 


for an ef 


outs. Ma 


CANADA: Dow Corning Silicones Ltd., Toronto 


Or phone Betty Wolfe at Willard 3-2211 to order. 


glasses... 














FOO After he saw Johnny 
Serng } with one ,he INSISTED 


we shopHERE ! 





The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 

Please send me your FREE ‘‘Advertis- 


ing Balloon Fact Pack’. | want to run 
it up the flag pole to see who salutes! 






Firm 


Address 











City Zone State 











Requested by 
































Y Idea in sight! 


Over 70% of your customers and prospects wear 


glasses that are cleaned 2 or 3 times a day 


LONGLASTING— SIGHT SAVERS booklets have an average 
life of 30 days; Dispenser-Paks, over 3 months! 


LARGE ENOUGH-— Greater attention value 


Plenty of room 
fective advertising message. 


VALUABLE— Purchased regularly by millions of people at 
10c per booklet and 39c per Dispenser-Pak 


DIFFERENT— Ideal for calling cards, or convention hand- 


y be mailed without special packaging. 


Dow Corning CORPORATION 


MIDLAND. MICHIGAN 
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300,000 House 


The External Publication 


Program of U. S. Gypsum 


of amart new nheas for modernizing 


~ J peur ponre hia you 
a 


The second in AR’s series 
on external publications 


THE SB STS o ) rte 


Three Consumer Publications 


Four Trade Publications 
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In the company-sponsored maga- 
zine field, United States Gypsum 
Co. has one of the largest programs 
in existence. Consisting of no less 
than seven separate, regularly pub- 
lished magazines, the program has 
been in operation for 15 years, 
aimed at reaching the two principal 
markets for the company’s diversi- 
fied line of building materials: con- 
sumers and trade factors. 

This promotion effort is in addi- 
tion to the company’s merchandis- 
ing activity in films, exhibits and 
literature, and _ supplements _its 
printed advertising in business and 
professional journals, consumer 
magazines and newspapers. A sub- 
stantial portion of the company’s 
advertising dollar goes into its ex- 
ternal publication program, con- 
siderably higher than the average 
revealed in AR’s survey (AR, Jan- 


uary ). 























> Organizationally, USG’s publish- 
ing operation stands well up in the 
corporate structure. A publications 
department, separate from product 
and company advertising, reports 
directly to the vice-president in 
charge of merchandising. 

This department consists of edi- 





















~ <~— . all 
o ke Drywi 
Se an ee een 
= ace 






what we know about 
RADIANT HEAT AND ORYWALL 




























































Organs Every Day 


torial and business sections respon- 
sible for handling the seven maga- 
zines. Three of them are consumer 
books, issued six times a year: 


e The Business of Farming .. . es- 
tablished 1942; circulation, 1,100,- 
000 

e Popular Home established 
1944; circulation, 3,300,000 

e Home and Color established 


1955; circulation, 400,000 


The other four are sent to dealers 
and other trade factors, and are is- 
sued quarterly: 


e The Business of Building . . . for 
contractors, architects and dealers; 
circulation 140,000 


e Red Topics .. . for plastering and 
lathing contractors, architects and 
dealers; circulation 60,000 


e Drywall Age ... for drywall con- 
tractors and applicators; circulation 
6,500 


e Canadian Building News . . . for 
Canadian builders, architects and 
dealers; circulation 50,000 in Eng- 
lish, 10,000 in French. 


> Distribution of the seven maga- 
zines is obtained in two ways. The 
trade magazines are entirely com- 
pany-sponsored, and are mailed to 
lists provided and maintained by 
the USG sales force. Circulation of 
the three consumer magazines is, 
however, obtained through the co- 
operation of more than 6,000 build- 
ing and materials paint dealers. A 
retailer who handles U. S. Gypsum 
products may become a co-sponsor 
of the two building magazines, one 
urban, the other rural, or of the 
painting magazine, depending upon 
which lines he handles. 

In becoming a co-sponsor, the 
dealer gets, in effect, his own publi- 
cation. He is identified by name on 
both the front and back covers. 

The front cover of each of the 
consumer magazines is selected for 
its appeal, and shows, in full-color, 
something to attract the eye. The 
back of the magazines is taken up 
with a full-color ad, prepared by 








USG in cooperation with its adver- 
tising agency, Fulton-Morrissey. 


> At the beginning of the year, the 
dealer who wishes to become a co- 
sponsor is offered a whole group of 
ads, the exact selection depending 
upon which magazine he uses, from 
which he can choose those to appear 
in the copies circulating to his cus- 
tomers and prospects. He even has 
the choice of preparing his own 
back-cover ad. Thus the emphasis 
of the advertising program can be 
varied to fit in with the promotional 
plans of the individual dealer. 

In addition, the dealer can fur- 
nish his own insert for binding into 
the magazine. This gives him the 
opportunity of adding extra local 
appeal, or to include price advertis- 
ing, which obviously cannot be done 
within the body of a magazine pre- 
pared for national circulation. 

Each issue of Popular Home and 
The Business of Farming also con- 
tains two other ads, of a more in- 
stitutional nature. These are de- 
signed to promote the dealer’s serv- 
ices to consumers, and while they 
do not include the dealer’s name, a 
tag line refers readers to the covers. 

For 1958, the Popular Home- 
Business of Farming program in- 
cludes six 24-page issues, which is 
an increase in total pages from the 
1957 program, which included eight 
issues, but each with only 16 pages. 
This program costs the dealer only 
50c per name _ including postage, 
handling and list service for the en- 
tire year. 


> In signing an order for the year’s 
plan, the dealer specifies his ad se- 
lection and the types of mailing and 
extent of coverage he wishes. While 
the magazines are sent out, at the 
dealer’s preference, 
“name” list or a “residence” list, 
USG strongly recommends to _ its 
dealers that they use the latter. The 
company feels that there is little 
difference in readership, and better 
coverage with a “resident” list. Fo 
one factor, a 


either to a 


“resident” mailing 
reaches the new owner of an old 
house at the time when he is most 
interested in doing some work on it, 
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Biggest Values On The Market 


{Largest Work Areas— 


~~ 


7 / pusiken: 


MODEL “A" 


PROJECTS ANYTHING OPAQUE, . 
TRANSPARENT OR THREE 
DIMENSIONAL 400% IN TRUE 
COLOR, THRU AND UPON THE 
WORKING SURFACE WITHOUT . 
HAND SHADOW AND IN PERFECT | 
DETAIL. ALSO MAKES LINE OR 
HALFTONE NEGATIVES, 

VELOXES, PHOTOCOPIES, SILK 
SCREEN POSITIVES. 


EXCLUSIVE FEATURES: 


Viewing or Focal Plate Areao—24x24” 
Copyboard area—27x32” 

Floor Area—29x36” 

Parallel adjustments for accuracy 
Mounted on Casters for Mobility 


Pe 


FOR ACCURACY 
DEPENDABILITY 
ECONOMY 


Smallest Floor Space 


MODEL "8" 


LOWEST COST ‘ 
UNIT ON MARKET } 
Iixl4 viewing area 
18x22 floor area 

17x21 copyboard 


400% enlargement ’ 
and reduction 
Mounted on Casters 
for mobility 


$285.00 f.o.b. 


DEL ‘'C'’ DIRECT PROJECTO 


Projects Opaque copy, transparencies, 
directly onto the 23x3! drawing board 
allowina the operator to work on 


finished drawings, eliminate transferring. 


400%, enlargement, 


while a “name” mailing may fre- 
quently lose out at this crucial peri- 
od. 

List building, imprinting and 
mailing for the three consumer 
magazines is done by Reuben H. 
Donnelley Corp., Chicago. 


> Much of the continuing success of 
the magazines can be laid to the fact 
that they have the support of a 
well-rounded merchandising pro- 
gram designed to establish each 
dealer, in the minds of his com- 
munity, as “home improvement 
headquarters.” 

The magazines are written to cre- 
ate interest, to start people thinking 
about home improvement projects, 
to bring them into the dealer to dis- 
cuss specifics. The rest of the pro- 
gram is designed to help the dealer 
follow through in his store and nail 
down the sale. 


450% reduction. 
Image can also be 
projected onto 
wall for greater 
enlargements 

and copy can 

be flopped. 4 


Pressure back for photo functions 
included in price 
No extras 


The merchandising part of the 
program includes a “Home Im- 
provement Center” counter display 
which holds selector cards and stor- 
age space for handyman plans, farm 
building plans, remodeling idea files 
and new home plan books. All of 
these are promoted in the maga- 
zines and supplied as part of the 
dealer’s purchase of the magazine 
program package. These features 
are tied together and to the maga- 
zines themselves by repeated and 
prominent use of a home improve- 
ment headquarters emblem, a 
cleanly designed logotype supplied 
in a number of forms for identifica- 
tion and display purposes. 

Just before each issue of the con- 
sumer magazines is mailed to the 
readership list, an advance pack- 
age goes out to all dealer-sponsors. 
This includes advance copies of the 
magazines, and new _ promotional 
elements, merchandising ideas and 
program information. 


$498.00 


f.o.b. Newark 


Tabour-Tray makes any table a Tabouret — $4.98 


Write for Bulletin #101 with complete information about 
the sensational Models "A", "'B’' and "C". 


Co | i |e GOODKIN Ete 24 BEACH STREET « NEWARK 2, N. J. 


Ist CLASS POSTAGE for 
3rd CLASS PTTaattlt Wd 


> The editorial work for all seven 
magazines is done by USG’s publi- 
cation department staff, which in- 
cludes editors, field project directors 


DELETING the extraneous, and get- 
ting down to the heart of o prob- 
lem is an everyday practice of 
our planning department. Results? 
Lower costs per order—and reason 
why 20 clients have done business 
with us for more than 35 years. 
Let’s show you how we can help 
define your direct mail problems. 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 


Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Send for FREE Samples of our 
“3 Proven Direct Mail ideas” today 


MAILOGRAPH CO., INC. 
39 Water St., New York 4 


“Successful Direct Mail 
Planning Since 1920.” 


BOwling Green 9-7777. 


Write for Du-Plex samples, prices! 


WZ 2 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 


Say, that’s strange, Herb — The 25,- 

000 mailers we printed up don’t fit 

the 25,000 special envelopes we 
printed up. 
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For Sample Copies... 

You can pick up sample copies of 
the consumer magazines at local 
dealers handling U.S. Gypsum 
building materials and paints, or 
you can write the company at 300 
W. Adams St., Chicago 6. Copies 
of the four trade publications must 
be requested directly from the 
company. 


and an art director, all under an 
editorial managing editor. Layout, 
art preparation and architectural 
photography are purchased from 
outside sources. 

While the specific typefaces used 
in the publications have changed 
from time to time, the consumer 
magazines confine themselves at any 
one time to a few basic faces, cho- 
sen for clarity and legibility. Com- 
position is done by Runkle-Thomp- 
son-Kovats, Chicago. 


>’ The consumer magazines, which 
are in full color, are printed by 
American Colortype Co., Chicago, 
using a web-fed heat-set letterpress 
process. The average production 
rate is 300,000 copies a day. This 
process provides the flexibility 
necessary for full-color page chang- 
es to meet the dealers’ options in 
the advertising schedules. 

When the issues were still 16 
pages, they were pasted rather than 
stapled. This method was found 
quite satisfactory, and resulted in 
considerable savings. However, the 
shift to 24 pages made it impossible 
to get a good job through pasting, 
and the 1958 series is being saddle 
stitched. 


> The four trade magazines are 
handled somewhat differently. Edi- 
torial work is also handled internal- 
ly. Red Topics and Drywall Age are 
printed by offset. The Business of 
Building, with its larger circulation, 
has a letterpress cover and a body 
printed by rotogravure. Addressing 
and mailing are done on the com- 
pany’s own equipment. 

The seventh magazine, Canadian 
Building News, is prepared and ed- 
ited by the publications staff in Chi- 
cago, using editorial material gath- 
ered in Canada. Typesetting, offset 
printing and mailing are done in 
Toronto. 


’ United States Gypsum uses its 
own editorial form of promotion be- 
cause it finds it an effective way to 
reach its markets. Its consumer 
publications help to identify its 
dealers, in their own localities, as 
the source of materials and help. 
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buy a ray 


HAW THORNE 


FINE PAPERS 
direct from the 
mull... 


The new Hawthorne paper sales policy can be the 
Start of many IMproy ements in your printing costs 


and your printing re sults, 


1. The dramatic savings provide a new flexibility. 


For example, you can purchase Hawthorne's No. 1 sul- 
phite Thornwood Bond for approximately the same 
price as No. 4 grades. Other grades provide compar- 
able savings. 

2. You enjoy a far wider selection from Haw- 
thorne’s 1,700 stock items. A full range of colors, sizes, 
and finishes is ready for shipment at all times. 

3. And Hawthorne's shipments are fast. Major 
points within 400 miles get “next morning” delivery. 


More distant points get comparable service. 


Make this 3¢ test 

Write for direct mill price lists and samples of 
Hawthorne Fine Papers today. Compare the 
savings and the quality with other papers of 


the same grade. 


A carton or a carload...direct to you from Kalamazoo 
if ; am 
é 


; HAWTHORNE 


plop = .. PAPER SALES CO. 
BONDS ¢ LEDGERS ¢ INDEX ance 
BRISTOLS * COVER STOCKS % Ww KALAMAZOO, MICH. 


DUPLICATOR © MIMEOGRAPH VOSS 


P) 
C Vw 


\ S Is Ss sidi 
EMBOSSED ¢ HIGH WET-STRENGTH al ubsidiary of 
Y 
OFFSET e and TEXT PAPERS ; Hawthorne Paper Ce: 


Manufacturers of Quality Fine Papers since I19II 
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WH is the Flatuce of olf 


Greatness not to be exact. 


Edmund Burke 1729-1797 


Ho! Ho! Just try to slip a 
customer a two color print job 
with poor registration. We'd 
fire the great guy who did it. 


(Gb 


521 SOUTH WABASH AVENUE * WA 2-9560 

Fast and Resourceful Service — Since 1919 

— Reasonable, too! 

Multigraphing * Mimeographing * Printing * Mailing 
Addressing * Plate Cutting * Mechanical Addressing 
Inserting Machines * Complete Mail Campaigns 


New LOW 
PRICES 


eons tt 


FULL COLOR POST CARDS! 


Just look at these new low prices for top 
quality Crocker Mirro-Krome Adver- 
tising and Sales Promotion Cards — 
QUANTITY FIRST RUN 
(Size 3144"x 514” with one picture) 


50M ....... $9.50/M 


These Crocker Mirro-Krome sales pro- 
motion pieces have countless uses — 
direct mail, sample cards, point-of-sale. 
Write Crocker today to see how Mirro- 
Krome cards can build your business. 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 


Dept. AR-2 
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Its trade publications supply read- 
able information of value to im- 
portant trade factors in the building 
industry. 

USG has found direct mail, han- 
dled in this cooperative fashion, to 
be a productive method of promo- 
tion, and the magazine format an 
effective form of direct mail. 44 


New Folder Tells How To 
Get Better Ad Results 


How to get better results from 
your ads through the proper use of 
industrial inquiries is the subject of 
a six-page folder available from 
M orrison-Greene-Seymour Inc., 
Milwaukee. 

Important points covered in this 
folder include: 

The importance of inquiries 

The use of keys 

Tabulating returns 

Testing coupons 

Testing space units 

Merchandising results 

Designed to be of use as a check- 
list in setting up inquiry handling 
systems, the folder contains a nine- 
point list of important facts to learn 
when relating sales volume to total 
inquiries. 


. . « for more details circle 225, page 97 


Better Than Ever... 


Additional Versatility 
Developed in Envelopes 


As direct mail swings onward and 
upward, the days when an envelope 
was expected to do no more than a 
respectable job of staying sealed 
till it reached the recipient seem to 
be a thing of the past. 

Two of the more versatile en- 
velopes to come to our attention 
recently are the following. 


Three-Way A 
Card-Velope 


triple-life en- 
velope successfully 
combines the fea- 
tures of envelope, sales letter and 
reply card in one compact mailing 
piece. 

Developed by Card-Velope 
R.S.V.P., New York, for publications 
whose mailings demand a letter and 
reply card to obtain orders or in- 
quiries, the “Card-Velope” also can 
fit into the direct mail picture for a 
wide variety of operations. 

It can be sent through the mail 
with third-class postage and also 
saves the costs involved in collating, 
inserting, sealing, etc. They may be 
ordered with or without windows. 

Additional details are available. 


- «+ for more details circle 226, page 97 


Zip-It-Open! Developed by The 
Connelly Organization, zip-opener en- 
velopes adapt to a variety of direct mail 
promotions. 


Zip to 
Open 


Envelopes, with 
built-in latch 
strings for quick- 
zip opening, that can be turned out 
at the rate of 8,000 per hour, have 
been introduced by the Connelly 
Organization, Philadelphia. 

Based on the feature of applying 
an adhesive on the envelope to hold 
the zip-string rather than stitching 
it onto the envelope, the zip-opener 
machine opens an envelope flap, 
rolls on a thin line of adhesive, 
applies and cuts the thread and 
closes the flap in one continuous op- 
eration. 

The zip-string envelopes elimi- 
nate letter openers, protect the con- 
tents against damage in opening, 
and open up a wide avenue of 
variety in advertising applications. 

Additional details are available 
from the Connelly Organization, 
Philadelphia. 44 


Automatic Collator 
Accommodates Eight 


An automatic collator, with space 
for up to eight operators, has been 
introduced by the Photo-Litho Co., 
Carbondale, Ill. 

The machine is’ trademarked 
“Adam-Rak” and offers 50’ of table 
space condensed into a diameter of 
4’. A continuous spiral shelf — that 
starts at waist level and ends at eye 
level — turns clock-wise at dial- 
controlled speeds of from two to 
ten revolutions per minute. 

The five shelves are five inches 
apart accommodating 800 sheets of 
20# paper in each stack. There are 
no obstructions, trays or supports 
from beginning to end of shelf, and 
ample space for jogging and storage 
is provided by means of a 13%” 
stationery shelf which encircles the 
machine. 

Additional details are available in 
a brochure. 


+» + for more details circle 227, page 97 





Heres what Krueger's new 
2-color web offset press can do for you... 


production savings . . . variety of paper 


you GET 


COLOR... 


two sides of sheet 
at same time. 
Colors can be | 


Speeds from 
8,000 to 14,000 


an hour. 


You get speed... mass 


stocks . . . variety of colors . . . close color register . . . you get 


all these with Krueger's Web-A-Kolor production. Advance 
booking hours advised. Write or call your nearest Krueger 


representative — or send for our “‘SCREVVY" 


bo 


you GET 


REGISTER... 


Close register of 


background colors 


and tints. 


| 
| 


different on 


YOU GET 


VERSATILITY... 


Ideal for Publi- 
cations, magazines, 
syndicated flyers, 
tabloid newspapers, 
catalogs, price 
lists, instruction 
manuals, house 
magazines. 


WRITE FOR 


YOUR COPY... 


of “SCREVvy" ar 
a 16-page booklet 
giving full infor- 
mation about 
Krueger's Web-A. 
Kolor production 
facilities. 


oklet (see below) with full details. 


you GET 


VARIETY ... 


Uses paper stock 


e and enamel 


you GET 


ECONOMY... 


Less expensive 
paper, plus high- 


speed production — | 
| 


means economy: 


wov 
finishes in @ 
variety of weights. 


e|@ 
W.A. KRUEGER CO. 


creators of Web-A-Kolor lithography 


MILWAUKEE: 3830 W. Wisconsin Ave. © TWX MI-139 @ WEst 3-3900 


CHICAGO: 600 W. Jackson Bivd. @ RAndolph 6-7117 
NEW YORK: 4 West 40th Street ©@ Suite 301 ©@ CHickering 4-1353 
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"You know something, George? If | were an advertising man 


I'd send for that chart in a hurry!’ 


“If I were getting up a piece of direct mail advertising, I'd start with the envelope. Ud 
select a style for my cover, or out-going envelope: something I could mail First or 
Third Class — but maybe something a little out of the ordinary. You know, 
George, there are a lot of good ideas in envelopes, and this chart shows 70 stvles! 

“Then I'd want to know the standard s:zes [ could get in a hurry. There are 281 
sizes listed on this chart — quite a selection! 

After that, I'd call up my printer and get some samples. Some of the lines are 
available in several different kinds and weights of paper, and in a wide range of 
colors, too. 

“So you see, George, this one chart would start me off with a lot of good ideas for a 


whole campaign, with cover and return envelopes that get action — and all availabl. 


For a free copy of the chart and other helpful information, write 
Advertising and Sales Promotion Department. We'll send it ina hurry. 


U.S.E. protects you “a » « with a liberal quality guarantee 


A 


UNITED STATES ENVELOPE 


wnuFacTyp, 
dade beiel IN", Springfield 2, Massachusetts 


Fe (Ist $3 15 Divisions from Coast to Coast 


Fis ai 
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Everyone knows the value of a picture but too few 
capitalize on it, possibly because too few understand 
the basic construction of a good picture. Most people 
recognize faulty sentence structure immediately and 
can point out the error and the remedy just as 
quickly. Show the same people a picture and they 
must judge whether it is good or bad by their per- 
sonal feelings. Why it’s good or bad, they couldn't 
Say. 

In photography, it is generally just as easy to take 
a good picture as a mediocre picture if one under- 
stands the basic principles of picture structure. For- 
tunately, these principles are few and easily under- 
stood, as this article will prove. It may seem strange 
to compare a camera with a typewriter but actually 
they are similar. Both can tell a highly dramatic 
story—or they can turn out drivel. The same basic 
rules required for good copy writing also apply to 
good photography: 


® Good Planning 
© Authenticity 
© Simplicity 


the 
best 
of 


A Basie Guide 
For Better 


Advertising 
Photos 


@ How to get better industrial photos 
© How to order commercial photos 


@ Photos for photomechanical reproduction 


1. Goop PLANNING puts the story-telling element in 
the picture and makes it easy to grasp. Even the 
simple product photo has a story to tell if properly 
presented, though it involves little more than best 
angle of view. Good planning will decide what type 
of lighting and which background will best suit the 
subject. When properly planned, the industrial photo 
can tell the advertising story quicker and with more 
impact than even the most deathless copy. If the pic- 
ture fails in this, then it hasn’t been well planned. 
Remember, a picture must first of all make sense 


before it can make dollars for your company. 


2. AUTHENTICITY, a must. The truly great value of 
photography in advertising lies in its acceptance by 
the reader as gospel truth. This is a plus value whicl 
the artist can never achieve. Never jeopardize the 
believability of your entire picture by gross exag- 
geration of some detail, unless the exaggeration is 


obviously intended to provide a dramatic effect. 


3. SimpPLiciry might be described as the process ol 
eliminating the rough edges. Make it easy for the 


e ¢ ¢ This is the second in a monthly series of bonus features for AR 
readers. Material for this article was based primarily on a two-part 1955 
series, “How to Get Better Advertising Photos,” by Errol Prince, Director 
of Photography, The Cramer-Krasselt Co., Milwaukee advertising agency. 
Supplemental information was added from AR’s extensive reference files 
on advertising photography and the manuscript was sent to more than 50 


of the nation’s leading experts on advertising photography for editing. The 


ar 


net result is what we believe to be a very comprehensive guide to getting 


better photos — an important addition to your Adman’s Handbook. 


Copyriaht 1957 by Advertising Publications Inc 
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A Basie Guide for Better 


reader to understand your picture and he’ll keep on 
looking. You know how important that is. 


> It might seem ridiculous to put the burden of mak- 
ing a striking picture right in the lap of the adman 
before the photographer has even opened his camera. 
However, that is the secret of most fine ad photos. 
How successful would a Hollywood movie be if the 
director turned his duties over to the cameraman? 
Yet this is just what a large number of admen do 
when they order photos to be done by the photog- 
rapher with no directive assistance. The fact that 
they get away with it so often is a credit to the 
photographer or a tip-off that the potential high 
standard has not yet been reached. 

One reason why most consumer ads feature su- 
perior photography is because of more consultation 
among adman, art director and photographer. If 
consultation is a problem, a relatively simple pre- 
liminary may be the answer. Arrange to have some- 
one take a number of views with a 35mm or Polaroid 
Land camera. This can be accomplished with little or 
no lighting equipment or cleaning up operations. 
With the resulting pictures, a beneficial consultation 
can be concluded which will greatly enhance the 
possibilities of getting an excellent final photograph. 

Photography is so much a part of the adman’s job 
that a working knowledge of the fundamentals are 
becoming more and more necessary. Understanding 
will bring a realization of some of the photographer’s 
problems and will enable you to save money and let 
you know when you are getting a “snow job.” 

If you have a capable cameraman on your staff, 
fine, stick with him as much as possible. The more he 
does for you, the more he learns about your com- 
pany’s products and about your special photo re- 
quirements. But beware of danger signals. Frequent- 
ly, a plant photographer gets so blase about his com- 
pany’s products that the pictures have very little life 
in them. That’s one of the primary reasons why out- 
side photographers are frequently called upon to 
take industrial shots even when a company has a 
large staff of photographers. 

It is also important to remember that in photog- 
raphy, as in so many other fields, many jobs call for 
a specialist. It is poor economy to try to fill up a 
plant photographer’s calendar by assigning him jobs 
that are beyond the range of his talents or equip- 
ment just because he would otherwise be idle. 

But, in most cases, a plant photographer can be a 
valuable asset to an adman. He quickly learns how 
to avoid those sacred cows which seem to be con- 
nected with every product. Such a cameraman gets 
to be like an extra hand, saving you time, anticipat- 
ing your wants and generally turning up with a use- 
ful picture. 


>’ One of the toughest jobs is choosing the right 
photographer when you must use external sources. 
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Unfortunately, photographers are not licensed nor 
are they required to have any special education or 
serve apprenticeships. Anyone can set himself up as 
a portrait, commercial, aerial, copy or industrial 
photographer. At the present time, there is no di- 
rectory which is completely reliable for use in locat- 
ing photographers to do a specific job. If you want to 
do the choosing yourself, your best bet may be to 
check with members of a local ad club in the area 
where you need photos taken. 

A generally better method is to utilize one of the 
photo reporting services or a leading photo agency. 
During the past few years, many advertisers have 
turned to the growing number of photo reporting 
services to take care of the majority of photographic 
field assignments. Among the services now providing 
coast-to-coast service are Industrial Communica- 
tions, International News Service, Interstate Photog- 
raphers, Sickles Photo-Reporting Service, and 
Commercial Photography Division, United Press As- 
sociations. These services are set up to provide not 
only photographs, but written material as well. Be- 
cause of the volume of work they handle, the serv- 
ices quickly learn the capabilities and limitations of 
thousands of photographers scattered across the 
country. Thus, they are capable of selecting the 
“right” man for most assignments. 

There are also a number of picture agencies, which 
serve as agents for some of the top commercial 
photographers. Among those used most frequently 
by advertisers are Black Star, Free Lance Photog- 
raphers Guild, Lensgroup, Magnum, Pix, Scope As- 
sociates and others. Many of the country’s most out- 
standing photographers are associated with one of 
these agencies. 

The best testimonial for the use of one of these 
two types of services is that the majority of advertis- 
ers who regularly use case histories have come to 
depend on this type of help in securing field photog- 
raphy. 


> A good photographer is probably all things to all 
people but at least he should have been “through the 
mill.” His backlog of experience will enable him to 
produce a good shot of your product on his first 
attempt. Even the best photographer will make a 
boner once in a while but 99 times out of 100 the 
better cameraman will be consistent in producing a 
good shot every time. Frequent misses that necessi- 
tate a return trip for a re-take naturally are em- 
barrassing for the photographer, but more important 
is the fact that eventually one of those misses is 
going to prove extremely embarrassing to you. 
Length of experience, however, is not always the 
best guide in selecting a photographer. Even though 
it is somewhat mechanical, creative photography is 
still an art. Twenty or 30 years of experience in tak- 
ing pictures is of limited value if the photographer is 
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not an artist in his work. One of AR’s guest editors 
made this point: 

“There are too many ‘experienced’ die-hards in the 
field today that are still working with their 1925 
techniques and so wrapped up in old technical think- 
ing that they overlook the most important trait of 
keeping a fresh eye for unique picture situations, 
much less have the spunk to try out the latest de- 
velopments in photography. You'll find these fellows 
using the same old film, the same camera, same lens, 
and same number of No. 50 flashbulbs on every 
assignment, satisfied that one or two exposures 
(usually from the same angle) did a perfect job, 
when probably the most natural, desirable situations 
occurred either shortly before or after they arranged 
somebody into a stiff pose.” 

He added, “It is very sad that the majority of this 
country’s photographers are fussy technical perfec- 
tionists instead of the photographic artists they 


should be.” 


> Another consideration is the equipment possessed 
by the photographer. There are thousands of photog- 
raphers who honestly believe that their 4x5 Speed 
Graphics can do every job every time. Such, how- 
ever, is far from the case. Getting outstanding ad- 
vertising photos requires a variety of equipment. It 
should be ample to handle the most difficult assign- 
ment. One should always discuss the job well in 
advance with the photographer to avoid the necessity 
of locating a last minute replacement with the re- 
quired equipment. 

One of the most important considerations, fre- 
quently overlooked, is the photographer’s personal- 
ity. There may be some particular niche for a 
temperamental photographer, but you'll need a man 
with a good disposition to enter plants, talk to su- 
pervisory personnel, arrange for necessary prepara- 
tion at the picture site and in general have every- 
thing under complete control so that on those occa- 
sions when he’s working alone or you arrive late 
youll find everything ready for your final approval. 

Nothing could be worse than arriving to find your 
photographer involved in a hassle with the shop 
foreman or union steward. In many shops today, 
union men are highly suspicious that you may be 
attempting time-study pictures, especially if you're 
using a stop watch. The situation always demands 
the utmost tact. The photographer must appreciate 
the fact that many shop men are on piece-work. Co- 
operation by the cameraman in holding up the job as 
little as possible will, in turn, be appreciated by the 
operators as well as the management. If your 
photographer is not aware of this, better tell him. It 
may determine whether youll be welcome another 
time — or even if your company will get future or- 
ders. 


> Some words regarding the photographer’s side are 











also in order. If you would like to win the undying 
gratitude of your photographer — and his utmost 
cooperation — observe these tips: 


1. Don't let a little photographic knowledge prove to 
be a dangerous thing. Probably no two photog- 
raphers will shoot the same scene the same way, yet 
each will produce a good shot. This is just one of the 
peculiarities of the photographic profession — there 
is no single right way to take any picture. If you 
have any questions, discuss the matter but please re- 
sist the impulse to tell the cameraman how to do the 
technical side of his job. 


2. When the photographer inquires what angle you 
want taken, don’t indicate how much you've been 
around by quoting this classic: “I don’t know 
what angle — you're the photographer.” Or when 
the photographer wants to know what the assign- 
ment entails, try to give him better information 
than, “I don’t know exactly what we'll shoot — 
better bring everything.” Everything to a photog- 
rapher could be two truckloads. 


3. Photographers retain possession of negatives. 
Most, but not all, will agree to release them. To 
avoid complications, discuss this matter before the 
photographer leaves his shop. As a general practice, 
most photographers charge higher prices when the 
assignment calls for them to deliver the negatives as 
well as prints since this eliminates the possibility of 
additional income through reorders of prints. (For 
more details on ownership of negatives, see “Who 
Owns Your Negatives?” March °57 AR.) 


>’ Without a doubt, the prospects for a striking pic- 
ture are greatly enhanced when you accompany the 
cameraman. Being on location will satisfy you that 
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everything possible is being done in the best interest 
of the picture. The cameraman is happy, too, because 
there is always some unforeseen technical question 
about the machine that comes up on the job. 

The prospects for an excellent shot are best when 
the picture is taken in your own plant, since ob- 
viously it is more convenient, you can spend more 
time, clearances are unnecessary (generally) and 
there is no risk of imposing on the good will of a 
valued customer. 

When the shot must necessarily be made in the 
customer’s plant, find out from your photographer 
what he requires in the way of voltage and amper- 
age. If it’s high, you may have to request the service 
of the company electrician—or run the risk of blow- 
ing out some fuses. 


> Most people have a tendency to crowd the picture 
with unnecessary detail. Keep it simple. If you have 
planned the picture in advance, you know exactly 
what you want to show. If you’ve taken advance 
shots, you will probably have a layout. If not, then 
start by selecting the best angle and when you do 
this, don’t overlook the impact value of an unusual 
viewpoint. 

There’s a monotony about eye-level pictures. If a 
high angle or low angle will tell the story as well, 
then use it. Tell the cameraman whether a vertical 
or horizontal composition is required so he can set 
up accordingly. (In most cases, however, it is best 
to try to get both vertical and horizontal shots.) 
> Remember, too, that simplicity is of the utmost 
importance. While the cameraman is unlimbering 
his apparatus, you can check the scene to see that all 
distracting superfluous objects are removed from the 
field of view and that includes the background as 
well. Especially, watch out for pin-up photos, calen- 
dars, ladders, uneven Venetian blinds, milk cartons 
and pipes wrapped with old rags. Good housekeeping 
means more than a hasty swipe of a rag over a few 
spots. Double check the scene and keep checking 
until the shot is made. Operators have a mysterious 
knack for coming up with one more oil can or one 
more rag. 

Make sure the scene is authentic. It may be easier 
to shoot with the machine stopped and the operator 
frozen in a rigid pose, but the picture is far more 
appealing reader-wise if you show the chips flying, 
coolant flowing and the operator alert in an easy, 
natural pose. If it’s a finishing operation, then it’s 
perfectly natural to have a skid of finished parts in- 
cluded in the confines of the scene but preferably 
where the operator might conceivably be completing 
his floor-to-floor cycle. 

If the machine requires two operators, then hon- 
estly show two operators. On the other hand, never 
include any more people than are ordinarily present 
on the particular job you are shooting. There are 
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rare occasions when the brass at a customer’s plant 
obviously want to be in the picture. One idea that 
seems to work well in such cases is to tell the brass 
that you'd like to have them pose in the scene— 
proceed to take the shot and then as an afterthought 
mention that perhaps you should protect yourself 
with a second shot without the brass so that you'll 
be covered from both sides—add, helplessly, “You 
know how agency men are.” No one ever refuses— 
no one is offended and it only costs a sheet of film. 


> Prepare the machine for photography by giving it 
a meticulous cleaning. If the paint is worn away in 
prominent areas, a simple touch-up job is in order. 
Machine tool gray lacquer dries in minutes. Exercise 
your better judgment as to chips. A huge pile of 
chips is unsightly but a slight amount lends authen- 
ticity to the scene. Certain tools are normally used 
by the operator—lay these out neatly and handy to 
the operator, but delete lead hammers, crowbars 
and such that suggest the machine is a “dog” to op- 
erate. 

Manufacturers like their name plates shown prom- 
inently. Where these names are raised letters in the 
machine casting, you'll often find them painted over 
with machine tool gray lacquer and far from prom- 
inent. This problem is so common that it’s always a 
good practice to include in your bag of tricks a small 
can of white lead mixed with benzine into a weak 
paste. With a small brush this mixture can be ap- 
plied to the raised oily letters. The benzine dries im- 
mediately, leaving a stark white covering of white 
lead. After the shot, the white lead can be wiped off 
as a white powder. 

Any safety devices or attachments on the machine 
must, of course, be left intact regardless of the diffi- 
culties entailed. However, coolant shields can often 
be removed if necessary to get a good action shot 
without risking a flood of letters regarding incorrect 
shop practice. 


> The operator in an industrial photo is usually the 
focal point of the picture and in this role he can 
make or break your shot. He deserves more than the 
casual attention generally accorded him, in the inter- 
est of a completely believable picture. The type of 
job being portrayed determines your selection of op- 
erator as well as the apparel he will wear. For in- 
stance, if you're putting the accent on precision, your 
model should look like a craftsman. We associate a 
craftsman with experience, which means a model of 
approximately 40 or better. If you can find such a 
man with a genial expression, you have a fine start. 
A white shop coat heightens the effect of precision 
but the coat should look as if it had been worn at 
least long enough to smooth out that fresh-from- 
the-laundry look. 

Following the precision effect to a conclusion: it 
pays to work as closely as possible. A long shot sel- 
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dom conveys the feeling of precision. In cases where 
the product is a large machine like an open side 
boring and milling machine, the operator will carry 
the part well when wearing the gray shop coat. For 
the smaller machines like turret lathes, the operator 
will look best in a work shirt and slacks. Never 
waste film on production operators wearing white 
T-shirts or overalls. Reserve the overalls for men 
engaged in maintenance work. In all cases, double 
check the common safety precautions that the job 
may require, like short sleeves and safety goggles. If 
any point exists about the safety angle, it will pay to 
consult the company safety supervisor. 

When posing the operator, you will, of course, in- 
struct him to look at his work and not at the camera. 
The operator’s position at the machine must not 
block any important feature of the machine when he 
is stationed in the normal operating place. The op- 
erator can be moved a few inches one way or the 
other, but beyond that it will be advisable to find a 
better camera viewpoint. Have the operator 
through the cycle and select the most interesting 
part of the cycle for the picture. Pose the operator in 
a nice, easy stance, natural for the job but not so 
relaxed that he leans on an elbow or crosses his legs. 
He should appear comfortable, alert and looking at 
the job with some semblance of interest. Too stiff a 
stance will give the photo an obviously posed look. 


20 
Se“ 


> It’s true that lighting is strictly the photographer's 
job and, of course, you will have no actual part in 
this phase of photography. Yet it’s so basic, so vital, 
that a few important points should be understood by 
those who buy photography. 

Photography and light go hand-in-hand; without 
light there could be no photography. Naturally, it 
follows that if you have poor lighting you'll have 
equally poor pictures. Good lighting can dramatize 
an otherwise ordinary scene, it can make a picture 
appear authentic and it can save you many retouch- 
ing dollars. This is the place where your photogra- 
pher saves—or costs you money. Upon his experi- 
ence, attitude and willingness, the quality of your 
picture depends. 


> Backgrounds can also be rough on your retouching 
dollars. When setting up a shot, plan for a negative 
background—one that makes your subject stand out 
clearly. When shooting publicity pictures, make your 
backgrounds dark if at all possible—such back- 
grounds attract more attention on the printed page 
than a light background. 

When the machine is located in front of bright 
windows, a heavy black canvas back-drop will be 
found necessary. Waving and shaking the canvas 
during a time exposure will make the background 
appear smooth. If no back-drop is available, then 
use plenty of synchronized flash, as flood lighted pic- 
tures under such conditions will definitely be useless. 


A background formed by a distracting array of 
machines and other equipment may often be mini- 
mized by raising the camera level and _ shooting 
down. Again, flash during the day will cut down the 
prominence of any disturbing background areas. At 
night floods will do the same thing. 


> Sequence pictures—the popular how-to-do-it illus- 


trations which are so widely used—can be a real 
headache. A series of good progressive story telling 
shots can rarely be photographed at one time, which 
often means several rush calls to the photographer 
before the job is completed. To get the most out of a 
sequence set, carefully plan your shooting script in 
advance. In the photographic stage, be guided by 
these suggestions: 


1. Most pictures in a sequence set should be close- 
ups, but it’s a good idea to start off with one long 
shot to provide the reader with a general view of the 
set-up. 


2. You should try for highly dramatic shot 
among the series which can ultimately be used as a 
main illustration. Such a shot might be made by 
cropping a scene to include a face and hands doing 
some important job relative to the story. 


one 


3. Add interest to the pictures by shooting 


high or low angles whenever possible. 


Next month in ar... 
In Marcu: “A Basic Guide to Busi- 
ness Films,” the third in the Best of 
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4. To simplify layout work in the final stage, com- 
pose some pictures horizontal, some square and some 
vertical. 


>’ The practice of using three shots to cover a per- 
formance data story (or case history) is hard to beat. 
Performance data stories are often planned with one 
illustration, but a performance data story comprising 
three shots allows the layout man more possibilities 
in planning the ad than could be done with a single 
shot and, of course, three pictures tell the story more 
thoroughly. The three shots should include: 


1. An action shot. 
2. Close-up of tooling. 
3. Close-up of rough and finished parts. 


The action shot showing the operator bending over 
his work with the chips flying and the coolant gush- 
ing is photographed as dramatically as possible since 
this will be the eye-catcher. The tooling close-up is 
made from an angle which will show most com- 
pletely the tooling set-up. The area shown in the 
tooling close-up should be meticulously clean. The 
machine should be stopped to eliminate any possible 


vibration. An interesting touch is achieved if you 
can stop the tool on the work-piece with a small 
chip or spiral curling away. The rough and finished 
parts should naturally be arranged with the rough 
on the left and the finished on the right. Position 
parts carefully to show just as much as possible what 
the machine has done. If the part is machined on 
both sides, then include a second part to show all 
phases of the machining in one shot. Nothing is large 
or small except by comparison. If size is important, 
include some familiar object by which the reader 
can easily determine size. 


> Performance data pictures present a specific prob- 
lem in that they generally necessitate field trips — 
and field trips cost money. It is in this area of 
photography that the photo reporting services can 
prove extremely valuable. Through use of qualified 
local photographers and reporters, these services can 
eliminate or cut down travel expenses as well as the 
problems of trying to set up a complicated itinerary. 

If you feel that you must make the trip yourself, 
with a photographer in tow, planning is of the ut- 
most importance. The ideal length of time for a field 
trip is about 10 to 14 days. To make shorter trips 
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raises the cost-per-story out of proportion and long- 
er trips are generally impossible since few people 
can spare that much time. 

Permission and clearance for photo stories must be 
secured in advance of your arrival if your field trip 
is to be a success. After you have received permis- 
sion to shoot the pictures, lay out your itinerary. 
Notify the various plants of a definite date to expect 
you — if the plant happens to be closed for any rea- 
son or if the machine is down, you'll be so advised 
in advance. 

Probably the best bet in arranging for photography 
is to take a good cameraman along — you'll soon be 
operating as a team and getting the stories quicker 
and just the way you want them. Your photographer 
must be carefully chosen for a field trip. On a first- 
time trial, it would be wise to make the trip not 
longer than three days. The camera equipment must 
be extremely versatile, efficient and compact — 
especially if you travel by plane. 

If it is necessary to hire local photographers as 
you go along, make the necessary arrangements well 
ahead of time as it’s difficult to get a good photog- 
rapher without notice. To simplify the whole pro- 
cedure, you may want to work with a photo report- 
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ing service or a photo agency. They can arrange to 
have their photographers meet you along the route. 

Unless there is some special reason for your 
presence, however, you'll probably want to develop 
a working relationship with one or more of the spe- 
cial services or agencies. In the long run, they’ll 
probably provide the necessary shots at a lower cost 
per photo and can deliver the pictures as needed, 
rather than trying to work a whole series of assign- 
ments into a compact time period. In using such 
services, however, don’t expect to eliminate all work 
for yourself. It’s highly important that detailed in- 
structions are provided for all jobs. 

Many companies have found that it is helpful to 
produce a photographers’ manual which not only in- 
cludes basic instructions for taking the pictures re- 
quired, but reproduces representative photos to 
show important “do’s and don'ts.” In other cases, a 
simple guide such as the one reproduced on page 40 
is all that’s required. 


> If you’re going to be on-the-spot for the picture 
taking, here are a few helpful suggestions: 


1. Your briefcase should contain an adequate sup- 
ply of photo releases. 


yether, 


size or 


photogenic 
ph well. 


cause 


When buying 


Irencies 
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2. Questionnaires prepared in advance will assure 
you of getting all the pertinent facts. 


3. Carry a supply of literature which will clearly 
demonstrate to company officials how the photos 
are to be used. 


4. Some companies object to linking their name 
with the product, others are happy to oblige. Be cer- 
tain to note the conditions under which permission 
has been granted and abide by that agreement. 


5. Practically all companies will request a copy of 
the ad before publication for their okay. It will be 
disastrous to forget that request. 


6. As a good will gesture, make it your policy to 
send a photo to each operator who posed for a pic- 
ture as well as a complete set of photos to the com- 
pany for its file. You'll find your entry a bit easie 
next time and the cooperation of the workmen more 
friendly. 


7. In addition to the picture story, be on the alert 
for possible publicity pictures, material for a house 
organ, color slides for a sales meeting and perhaps 
editorial stories. It’s surprising how much can result 
from a field trip when all avenues are explored. 


> The time may be approaching when budgets will 
be trimmed and youll have to find ways to make 
your money work a little harder. 

Planning ahead will cut photographic bills just as 
it cuts other bills. Photographers charge by the hour 
and by quantity of pictures. So, if the scene is in 
your plant, save the cameraman’s waiting time by 
having the set cleaned and ready before he arrives. 
If it's in a customer’s plant, pave the way for the 
photographer’s entry so he isn’t forced to cool his 
heels in the lobby at your expense. 

Don’t skimp on photography. Hire a professional 
industrial or commercial photographer, depending on 
the type of work to be done, and stick with him. 
Perhaps you use color, stereo or slides as well as 
black and white. If so, it may be possible to take two 
or more at the same time and thus save on mileage 

set-up time, cleaning preparations, etc. Keep in 
mind that most photographers scale their price down 
after a certain number of pictures have been taken 
on one assignment; thus, you will save money by 
scheduling several pictures for one session of shoot- 
ing instead of getting a single picture on each of 
several calls. However, in your efforts to accumu- 
late several pictures for one assignment, don’t hold 
off ordering photography until the last minute. A 
race to beat the deadline usually results in poor 
photography and excessive retouching. 

When you have a group of parts from which you 
need separate pictures, it is often possible to shoot 
several parts in one shot by careful positioning so 
that they may be cut apart later. Consult with your 
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photographer about this he may have several 
suggestions that will save you money. 

Some companies whose products are adaptable to 
the procedure frequently acquire many excellent 
pictures by announcing through photographic maga- 
zines their interest in buying free-lance work de- 
picting their product. On inquiry, the free-lancer is 
sent a copy of a photographer’s check sheet. 


Special Instructions to Photographers 
Making Photos for Acme Mfg. Co. 


Person to Contact: 
Name of Plant: 
Location: 
Authorized by: 


Type of Pictures 


Comrleted Assignment Needed by: 


suggested: ¢} 


Title: 
Departmen:: 
Company: 
Address: 


Purchase 
Order Number: 


Guide . . . A simple guide such as this one prepared by Errol 
Prince will prove helpful in dealing with photographers. 
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eee The following helpful tips for better advertis- 
ing photos are from a new Eastman Kodak booklet. 
“Photography for Photomechanical Reproduction.” 


Picture Appreciation 


It would be fine if photographic print quality were 
measurable, as by the inch, foot or mile. Unfortu- 
nately, discernment can be acquired only by experi- 
ence. However, there are certain photographic char- 
acteristics affecting quality—and thereby, the final 
photomechanical reproduction—which 
check points. These are physical characteristics. 
Aesthetic depend upon the artistry of the 
photographer and the taste of his client. 


can become 


ones 


Print Quality 


Sharpness .. There is no such thing as a photo- 
mechanical “sharpener.” If one is to take advantage 
of photography’s ability to render crisp detail, the 
picture must be sharp at the start. On the other 
hand, effects obtainable with special techniques may 
dictate an unsharp picture—and if that is wanted, 
unsharpness becomes a virtue. 


Contrast .. Because of many photographic controls 
and because of differences in the light intensities 
among dark and light objects in the original scene 
photographic prints can display “harsh” tonal rela- 
tionships, or “soft” ones. Again, there may be subject 
or story-telling reasons for such effects, i.e., a picture 
of a foggy, morning scene. A normal condition of ex- 
cellence is a print having detail in both 
(dark) and highlight (lightest) areas. 


shadow 


Color . . Prints having a distinctly brown or sepia 
color require special photomechanical manipulation. 
The more closely a black-and-white print approach- 
es neutral, the easier it is to reproduce. When a 
series of pictures are to appear on a page together, 
it is wise if they be all of the same color. 


Tone .. The tonal relationships in a print depend 
upon the contrasts of scene, negative, and print. The 
more widely the photographic representation of ob- 
jects are tonally separated, the more easily they can 
be defined photomechanically. Emphasis on certain 
aspects of a scene is often impossible because of 
similarity in tone (shade of grey) between the prin- 
cipal object and those surrounding it. A black object 
against a white background is always more visible 
than black against dark grey. These are thoughts for 
the time of picture-making. 


Surface .. It was once thought that a highly pol- 
ished (ferrotyped) print was best for reproduction. 
Some now feel a lustre surface is best. Either is satis- 


factory as long as there is no actual paper pattern 
interfering with the image. Perhaps the best possible 
surface is that of glossy paper, unferrotyped, having 
neither high gloss nor texture. 

Size . . The print for reproduction should not be 
larger than approximately five times that of the final 
reproduction, nor should it be smaller than same 
size. Larger or smaller prints can be reproduced, of 
course, but extra expense because of extra manipu- 
lation is often the cost of larger prints, and the 
chance of lost quality with smaller. Prints to be re- 
produced same size will save expense if made to the 
same scale. 


Retouching .. At no juncture in the publishing of 
anything is there more penny-wise-and-pound-fool- 
ishness than at the point of retouching. To use an 
existing photograph to save dollars on photography, 
and then spend four times that amount on retouch- 
ing displays a faulty judgment. Particularly since 
the best retouching is inferior photographically to a 
pure photograph. To create that which doesn’t exist 

that is the purpose of retouching. 


To improve on 
inferiority 


that is impossible. 


Color Prints 


Type C 
from 


prints are of 
color 


reproduction quality made 
While more time-consuming 
to produce than black-and-white, the same manipu- 
lations in printing are possible. Type C is the sug- 
gested medium when a quantity of prints is wanted 
in addition to a print for reproduction. 


negatives. 


Dye transfer 
made 


prints are of 
color 


reproduction quality 
transparencies. This process of 
print-making is suggested when the transparency is 
already at hand. 


from 


Flexichrome 
made 


prints are of reproduction quality, 
from black-and-white. 
The color is applied by hand, but selectively ab- 
sorbed by a matrix, thus 


tonal gradation. 


: 
almost miraculously 


retaining photographic 


Why and where... the print . the transparency 

A color transparency is viewed by transmitted 
light and is thereby more brilliant than any photo- 
mechanical reproduction on paper can hope to be. 
On the other hand, a color print is already on paper 
and presents a more accurate statement of what to 
expect. Presentations made to those inexperienced 
in color photography may well be more successful 
when made with prints. Color transparencies have 
in their favor a slight advantage in cost and in speed 
of production. There is a place for both in the plans 
of those who avail themselves of the advantages of 
color. 
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Better Advertising Photos 


Color Negatives 


The Negative-Positive color processes are com- 
paratively new to photography, but are far beyond 
experimental stages. With a color negative, color 
prints and transparencies can be made of any size 
(up to room size), while extensive controls extend 
the aesthetic possibilities of color. 


Lighting 


The appearance of black and white photograph 
(color, too) is affected considerably by the type of 
light used to illuminate the subject. In addition to 
sunlight, flash, flood and spot lights, modern high- 
speed films permit the making of photographs by 
normal room lighting. Photographs made under such 
conditions are said to have been created by “avail- 
able” light. Where the light is well distributed and 
fairly even over the whole scene, available light 
pictures reflect the fact by displaying a character- 
istic and ingratiating softness. 


Care of Photographs 


A black and white print is the result of a lot of 
time and effort. It should be treated with reason- 
able respect. Don’t use paper clips to attach it to 
other papers; don’t write on the back with heavy 
hand—rather don’t write on the back, period; and 
don’t handle by a single corner, thus bending, and 
often, cracking its surface. 

Do spend a few pennies and a few moments to 
have the print drymounted on cardboard. A paper 
flap over the mounted print provides additional pro- 
tection. 


Choosing Transparencies for Reproduction 


Viewing . . The apparent colors in a transparency 
—like the colors of all objects—depend upon the 
light by which they are viewed. Examined by day- 
light, the picture will be “cooled” by daylight’s blue- 
ness; and if by tungsten light, it will be “warmed.” 
Even the time of day will alter the effect in still 
other ways. Therefore, everyone concerned with the 
reproduction of a transparency should use a stand- 
ard (or in any case, the same) illuminant—thus all 
will be viewing the same picture and all will be 
talking about the same thing. To evaluate a picture 
properly, view it properly. 


Density . . Two factors affect the apparent lightness 
or darkness of a color transparency. First, subject 
matter. White objects in the scene will be light in 
the picture, dark ones, dark. The exposure given 
the film is the second factor, the density or over-all 


appearance being lower or lighter with an increase 
in exposure, and heavier or darker with a decrease 
from normal. The photographer may take ad- 
vantage of these characteristics to create special 
effects of “high” or “low” key. Generally speaking, 
the “low” key one will be color mixed with black, 
the “high” color mixed with white. 


Color . . As mentioned, color in transparencies is 
affected by the viewing light. It is also affected by 
the taking light, by light direction in the taking of 
the picture, and by many other factors. The best 
transparency is one in which the colors of objects are 
the ones desired. It is not a wise course to ask the 
photomechanical shop to “lighten the red here, dark- 
en the blue there.” All things are possible, but such 
alteration is costly, and the result can be falsely 
non-photographic. If the color in the picture is un- 
desirable, do it over! 


Sharpness .. There are pictures made purposely 
soft by means of special lenses, sometimes out-of- 
focus for a desired effect, or blurred to suggest 
speed or motion. That they are not sharp is what 
was wanted. Other pictures, however, use photog- 
raphy’s unique genius for crisp detail and depth. If 
the latter is the necessity at hand, the picture must 
be sharp in the first place for there are no photo- 
mechanical “sharpeners” in reproduction shops. A 
reduction in size is sometimes an aid to the slightly 
fuzzy picture, but no reproduction can be really 
sharp unless the copy is sharp. 


Retouching . . The very best form of retouching 
is, of course, no retouching at all! However, this 
utopia is not always possible because of factors be- 
yond the photographer’s control. Handwork on the 
transparency itself can be performed, using dyes 
and bleaches. Those specializing in such services 
have become highly skilled in retaining photographic 
quality. Some alterations can also be effected in the 
plate-making process, and remarkable changes from 
copy are everyday occurrences in many shops. But 
color correction is expensive, and—again—a new 
picture may be the better course. 


Use .. Every four-color printing process has a com- 
mon requirement: For good reproduction, good 
copy is a starting necessity. And good copy is the 
result of skill, knowledge and experience. The user 
of fine color photography can help himself consid- 
erably by discussing end use with the photographer. 
Large reproductions are best made from large copy: 
a series of photographs on a page or spread can be 
reproduced most economically by making them all 
to the same size scale; and the colors of this same 
series will harmonize best when made that way. 
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OF SORG STOCK LINE | 
PAPERS 


SORG’sS ‘ 
EQUATOR Index Bristol 


SEND YOUR SALES MESSAGES 
ON SORG BLOTTINGS 


Because a blotter is always well 
received and lingers longer on a 
prospect's desk, leading manu- 
facturers make it a standard ad- 
vertising piece. Write for the 
Sorg Blotting Sampler of out- 
standing blotters. 


Qte ws pat orf 


Tough, strong, durable—with a range of six eve- pleasing 
pastel colors and a heillbane blue-white white—EQUATOR INDEX BRIS. 
TOL does many jobs ... and does them all well. 


For office, factory, and business machine forms, it is unequalled for its snap 
and rigidity ... never becomes dog-eared or cracked with frequent handling 
... or limp and floppy in a filing tray or binder. 

But EQUATOR INDEX does more than the vigorous workaday assign- 
ments, because its super-smooth finish makes it ideal for many advertising 
uses, too—since it prints beautifully by offset or letterpress. One of its 
most popular uses is for post card mailings where its range of colors add 
variety and distinction at little cost. Ask your Sorg paper merchant for a 


swatch book of EQUATOR INDEX BRISTOL. 
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—— a ——E—e 


© Manufacturers and Converters of Stock Line and Specialty Papers 
STOCK LINES 


WHITE SOREX @ CREAM SOREX e@ LEATHER EMBOSSED COVER e PLATE FINISH COVER # EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e@ TENSALEX ¢ MIDDLETOWN POST CARD e 410 TRANSLUCENT 


No. 1 JUTE DOCUMENT @ GRANITE MIMEOGRAPH @ SORG'S BLOTTING 


Offices in NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 


February 1958 + ar 





BGR EERO aa 





Four founding members of the Art Directors 


a / / f 
Wiech bil ra —_S 
id / Club of Chicago look at this year’s winners and 


discuss the status of the art director. 


a 
al Sys 
= &}> 
.& apni ¥ ~ . 
The AR Panel Gets Ready . . . From left to right, Fred Boulton, 
J. Walter Thompson; John Breunig, Foote, Cone & Belding; Bill 
Savin, Roche, Rickerd & Cleary; Bob Konikow, AR managing 


editor; Bill Jones, Stevens Gross Studios; Dick Hodgson, AR 
executive editor. 





Chicago 1957 Medal Winners 





Live TV Commercial . . Lee King & Jerry Joss, B&W Magazine Ad. . Lee Trade Periodicals Ad . . Lawrence Zink, AD & 
ADs, E. H. Weiss & Co. for Sweetheart Soap; Stanley, AD, Leo Burnett artist, Ralph H. Jones Co., for Crosley Broad- 
Volcano Enterprises, photographer. for Marlboro; Joffe, photog. casting Corp. 
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of Advertising Art 


By Robert B. Konikow 
AR Managing Editor 

“We're different people now than 
we were twenty-five years ago.” 
This was the way in which John 
Breunig, vice-president and manag- 
er of the art department at Foote, 
Cone & Belding, Chicago, summed 
up a lunch-table discussion spon- 
sored by AR, directly after the 
opening of the 25th anniversary ex- 
hibit of editorial and advertising art 
of the Art Directors Club of Chi- 
cago. 

Using the current medal winners, 
illustrated in the adjoining columns, 
as a starting point, AR’s guests, all 
of them charter members of the 
club, took a good look at what has 
happened to art and advertising in 
the past quarter century, and a few 
speculative thoughts about the next 
25 years. 

“The status of the art director has 
definitely improved,” commented E. 
Willis Jones, now director of design 
for Stevens Gross Studio, and the 
ADCC’s first president, “and the 
Art Directors Clubs have played a 
major role in this development.” 


>A new angle on this changing 
status was brought up by Fred 
Boulton, vice-president and director 


a 
Direct Mail . . 
& artist, Eli Lilly & Co; 
Studios, photographer Ca.; 


Wilbur Meese, AD Color Magazine Ad 
Paton Fultom Morrissey Co., for U. S. Gypsum 
Herbert Matter, photographer. 


of creative services at J. Walter 
Thompson’s Chicago office. “One 
clue to the importance of art,” he 
pointed out, “is the way in which 
both art and copy departments are 
treated when new office space is be- 
ing allocated. It used to be that 
these two groups got the odd cor- 
ners, after everybody else had their 
choice. Now, more and more, art 
and copy get priority, and the rest 
of the agency is assigned space ac- 
cordingly. 

“As a matter of fact,’ he com- 
mented a little later, “art and copy, 
which were once separate things, 
now form a creative team. They 
work so close together now, that 
when an ad finally comes out, it is 
impossible to say who was respon- 
sible for what.” 

This is emphasized by the growth 
in popularity of the title of creative 
director, or creative chief, or some 
variation. This simply did not exist 
25 years ago, and while there may 
be something of the fad in its in- 
creasing use, it nevertheless reflects 
a growing attitude towards a unity 
in which the basic concept is the 
important factor, not the art and 
not the copy. 


’ Why has this come about? One 


Rex Teich, AD, 


Direct Mail Unit . 
Helton & Collett, for Howard Paper Mills; Smith 
& Carl Regehr, artists 


answer was given by William H. 
Savin, art director and vice-presi- 
dent, Roche, Rickerd & Cleary. 
“During the past years, an aware- 
ness of research has grown up,” he 
commented. This readership re- 
search and its effect on the art de- 
signer was considered very impor- 
tant, in the collective judgment of 
our panel. 

For one thing, it has given the art 
director a technique for measuring 
the effect of various elements that 


AR’s Panel Members 


Fred Boulton, vice-president and di- 
rector of creative services, J. Walter 
Thompson, Chicago; in 1932, art di- 
rector, same agency. 

John Breunig, vice-president and 
manager, art department, Foote Cone 
& Belding, Chicago; in 1932, layout 
man, Needham, Louis & Brorby. 

E. Willis Jones, director of design, 
Stevens Gross Studios, Chicago; in 
1932, art director, Needham, Louis & 
Brorby, and founding president, Art 
Directors Club of Chicago. 

William H. 
vice-president, 


Savin, art director and 
Rickerd & 
Cleary, Chicago; in 1932, art director, 


same agency. 


Roche, 


Dan E. Smith, AD, Kircher, 
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make up an ad. Before research, de- 
cisions had to be made almost in- 
tuitively, and what practical busi- 
ness man could accept the intuitive 
decisions of an artist? But research 
has given the art director some facts 
to back up his intuition, his judg- 
ment. While research can never re- 
place creativity, it serves two pur- 
poses. 

It offers a guide, a statement of 
fundamental purposes which serve 
as ground rules. It may make the 
exercise of creativity more difficult, 
but more challenging, somewhat in 
the way that the most beautiful and 


creative form of poetry — the son- 
net has perhaps the most rigid 


structure. 

In addition, research lends 
strength to the intuitive judgment 
of the creative man by backing his 
past decisions with facts and figures. 
It is worth while to listen with re- 
spect to a man who has been proven 
right. 


>It is true that research results 
places bounds on the exercise of 
free imagination, but as long as ad- 
vertising has a job to do, it must be 
measured by its effectiveness in 
performing that job, in communi- 
cating with its intended audience, 
rather than on a purely esthetic ba- 
sis. 

The growing power of research 
was given as one answer to a steady 
shift, over the twenty-five year 
period, from art to photography. 
One gets this impression in looking 
at this year’s medal winners. With a 
couple of exceptions, all the medal 
winners in the printed media, and 
a high proportion of the merit 
awards, are either photographic or 
artwork that is basically an imita- 
tion of photography. 

This phenomenon took up a good 
deal of the discussion at AR’s lunch, 
in an effort to trace its history and 
growth. Looking at a bound volume 
of Saturday Evening Post for the 
fall of 1932, the group came to the 
unanimous decision that photog- 
raphy then played a minor role. 

There were a couple of side com- 
ments, as we thumbed through the 
pages somewhat nostalgically. Many 
of the ads would not look out of 
place in the columns of today’s pub- 
lications, but on the whole, there 
has been a notable development in 
the clean design of today’s adver- 
tising over the 25-year period. The 
small-space ads, half a column or 
less, seem to have run almost with- 
out change all these years. Perhaps 
because their ambition was more 
direct and more easily measured, 
they reached a known set of guiding 
principles earlier, and there has 
been no reason to change. 
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Animated 7V Commercial Richard Van 
Bentham & Paul Kohl, ADs, for Insul-Ease; 
Bernard Gruver & Ken Champin, artists. 





Newspaper Ad . . Fran 
Foley & John Bradford, 
ADs for Marshall Field 
& Co.; Richard Oppen- 
heim & Ethel 
artists. 


Frost, 





Editorial Illustration David 
L. Watt, AD, Allstate Insur- 
ance Co.; Fletcher Martin, 
Bert Ray Studios, artist. 


Live & Animated TV Commercial Barney 
Palmer, AD, Foote, Cone & Belding, for Kool- 
Shake; Academy Studios, photographer 


—— ss 
Fred Boulton, John Breunig and Bill Savin, all charter 


members of the Art Directors Club of Chicago, listen to Bill Jones, the club’s first 
president makes a point at AR’‘s nostalgic luncheon discussion. 


Three Founding Fathers 





Lights Up 
president, 


Bill 


punctuates a point. 


Jones, 


ADCC’s first 


Magazine De- 
Forest Sackett, AD, 
Abbott 
tories; 


Labora- 
Umberto 
Romano and oth- 
ers, artists. 


Newspaper Illus- 
tration Robert 
Thurn, AD, Gard- 
Adv. Co. for 


Daniel; 


ner 
Jack 
Clark, 


Joe 
photogra- 
pher. 


mpl limark 
Card 


B&W Magazine 
Orville Sheldon, AD, Foote, Cone 
& Belding, for Cards; 
Phillipe Halsman, photographer 


Illustration 


Hallmark 


Of course, another effect of the 
ads was to make us reminisce over 
the good old days. After all, a new 
six cylinder car — “no more and no 
less” — for $445! 


> The appearance of the editorial 
pages has changed most markedly. 
The issues we examined showed an 
almost complete lack of editorial 
color, a monotony in the selection 
of headline type, crowded layouts, 
and generally gray, uninteresting 
pages, Since those days, the editori- 
al design has come a long way, bor- 
rowing many of its ideas from those 
initiated by advertisers. 

Color photography was, of course, 
almost completely absent. Bill Jones 
pointed to a half-page ad for John- 
son’s Wax, in black and _ white, 
showing a domestic scene. This was 
prepared under his direction at 
Needham, Louis & Brorby, for 
which he was then an art director. 
“For several years,’ he said, “we 
had used black and white for less 
than page ads, using full color 
drawings in pages. But in 1932, we 
turned to color photography, with 
Sarra coming to Chicago from New 
York to do the job. This was, I be- 
lieve, the first use of Carbros in 
color photography, with close-ups 
of people.” 


> Part of this, the group agreed, was 
due to the depression. Art was still 
getting top prices, and the pressure 
was on to reduce budgets. Photog- 
raphers, on the other hand, were 
hungry. They had not been used 
very much in advertising, had not 
developed individual reputations, 
and were anxious to get a foothold. 
So, in spite of the fact that most art 
directors of that time had come up 
from the drawing board, and had a 
natural bias towards the 
the brush, they 
graphs. 


work of 
ordered photo- 

Since that time, of course, pho- 
tographers have grown up aartis- 
tically. They have become more ex- 
perimental, have conquered the 
limitations of their technical proc- 
esses, and in general, moved into a 
creative attitude. As Bill Savin put 
it, “Artists have ‘arting’ for 
a long time photography is com- 
paratively new.” 

Another advantage of photog- 
raphy which is swinging art direc- 
tion over to it is its reliability and 
predictability. Bill Jones pointed out 
that the unified design concept helps 
pull the pendulum over to photog- 
raphy. The art director 
client 


been 


and the 
knows what he is going to 
get with a photograph. The artist is 
too much of a creative personality 
of his own to be bound by some- 
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OF VALUABLE 
PROPERTY 


Here’s the spot where 
buying decisions are 
made. If your letter is 
“ Johnny-on-the-spot”’ 
you can make a sale. 
Only an attention 
compelling letterhead 
will do the job. 
We've been creating 
distinctive business 
stationery for over 35 
years. Mail the 
coupon today for 
details. 


A Few Of Our 
Satisfied Customers 
GENERAL ELECTRIC 
CONTESSA YARNS 
LAWRENCE WELK 
JOHN SEXTON & CO. 
CONSOLIDATED 

DIESEL 
CENTURY BOAT 


MARION POWER 
SHOVEL 


THE FOLKS ON GOSPEL HILL 
Marion, Ohio 


THE FOLKS: 
Please send sketch application - - - 
no obligation. 
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“How to get GOOD advertising photos’”’ 
“How to get BETTER advertising photos”’ 
“How to get THE BEST advertising photos”’ 
CALL OR WRITE 
BUFFALO 
152 WEST HURON STREET * CHICAGO 10 
TOP QUALITY LOW COST, GLOSSY PHOTOS IN QUANTITY 


February 1958 - 





™ 





Romckete $ 


rapher. 


body else’s concept, and to let him 
loose is often too risky. 

As a result, Bill Jones commented, 
with an air of sadness, the creative 
artist in advertising has become al- 
most extinct. It is a situation for 
which both art directors and artists 
must bear joint responsibility. The 
art directors have discouraged orig- 
inal approaches to assignments, and 
the artists have refused to suggest 
them. The panel was in substantial 
agreement on this point, urging that 
artists should be creative, even if 


New idea’ VINYL in a floor wax 





Magazine Color Illustration (above) . 
Young & Rubicam, for Simoniz; Howard Zieff, photog- 


Trade Periodical Illustration (left) . 


Campbell-Ewald Co. for Champion Paper & Fibre Co.; 
Albert Gommi, photography. 


it’s childproof 


Simoniz Floor Wax 


. David Wylie, AD, 


. Alger B. Scott, AD, 


they rarely won their point. The 
very clash of ideas would tend to 
increase creativity. 


> But the session ended on a for- 
ward-looking note. For whenever 
a single trend has continued for too 
long a period, creative people be- 
come restless. 

And whether they know the rea- 
son or not, readers become restless, 
too. They begin to feel that all ads 
look alike. They begin to be bored. 
Something new is needed to attract 


attention, to pique interest. 

This time, our guests felt, has just 
about come. We are on the verge, 
they said, of a new breakthrough, 
another swing of the pendulum. 
Now is the time for truly creative 
artists to come forward with imag- 
inative new ideas. Now is the time 
for somebody to break through with 
a vivid new art concept, to replace 
the technically effective and smooth 
photographic techniques so uni- 
versally accepted. 

One of these days, an alert adver- 
tising manager, a daring account ex- 
ecutive, a vigorous advertiser will 
all come together, joined by a cre- 
ative art director and an imag- 
inative artist. Together they will 
take the bold step, and come out 
with a new approach. 

This, in turn, will become the 
thing to do. It will attract imitators 
and gimmickers, and by creating its 
own cliches, will create its own 
death warrant. Once again, we'll be 
looking for something else to set a 
new trend. 

And in 25 years, AR expects to 
hold another session like this. In- 
stead of relying on the current 100 
years of active participation in ad- 
vertising art, we hope to call the 
same panel together and rely on just 
double that. On to 1982! 44 








Completes a Circle 


from driver's seat inside automobile 


wind Ww, 


‘Circular’ Photography 
Aids Auto Engineers 


The photograph reproduced above 
may look surrealistic to the un- 
trained eye. Actually, it isn’t. It is 
simply a circular photograph laid 
out on a flat plane. 

It was taken from the interior 
of an automobile by Chrysler Corp. 
engineers, using a rotating type 
camera that takes wide, sweeping 
360° photographs. 

Visibility from the inside of an 
automobile—important to Chrysler 
Corp. both from the standpoint of 
safety and driving ease—is now 
studied and analyzed by the com- 
pany’s engineers by means of such 
photographs. Replacing a time con- 


suming slide rule and _ yardstick 
measuring procedure, the special 
camera captures, in one _ photo- 


graph, the same images a person 
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. « Surrealistic looking photograph is actually circular photo taken 
Camera began taking picture at left front 
wiveled completely around auto, ended exactly where it began. 


would see from the car if his head 
were swiveled in a complete circle. 
Mounted at eye level (usually from 
the driver’s position in the front 
seat), the camera takes panoramic 
photos through a complete circle 
with the pictorial record beginning 
and ending at the same point. 

By using the photographs in a 
correct manner (a trick in _ itself 
since it is difficult for the untrained 
eye to view them correctly) the 
Chrysler engineers are able to ac- 
curately measure the vision areas 
of the windshield and side and rear 
view windows. 


> Work was started on the photo- 
taking projects in 1956 by the com- 
pany’s engineering photographic 
department and the glass and optics 
laboratory. The photographic de- 
partment set out in search of a 
circuit type camera that would 


eliminate the task of taking a series 
of pictures, each of which covered 
only a 15° angle. After more than 
a year, a rare but inexpensive cam- 
era was found in Detroit, purchased 
and converted. 

The camera’s standard 714” lens 
was replaced with a 100mm wide 
field £/6.3 lens to obtain depth of 
focus, comparable to the view of 
the human eye. A. R. Serratoni, a 
supervisor of the engineering photo- 
graphic department, and_ other 
members of the staff designed a 
gear train that rotates the camera. 
The gear is calibrated to the focal 
length of the lens and to the rate 
of speed the film travels past the 
lens aperture. 

When a key-wound spring in the 
camera is released, a king size film 
strip measuring 6” high and 10’ in 
length moves across a narrow 1%” 
aperture slit that serves as a focal 
plane shutter. It takes less than 14 
seconds for the camera to rotate 
in a complete circle. Fast panchro- 
matic film is used. 


> The correct method of viewing a 
photograph such as the one above, 
according to Chrysler, is to hold it 
closely to the eyes and bend it in a 
semi-circle thus bringing the glass 
areas into sharp focus. 44 





Color Economy \ 


Pollotype printing 
gives all three! 


*This insert printed in 
screenless collotype 
printing. 


Telephone: AVenue 3-0262 
BLACK BOX COLLOTYPE STUDIOS, Inc. 
4840 W. Belmont Ave., Chicago 41, Ill. 


For Displays + Posters + Translites +» Ad Blowups + Presentations 





Roll-Up Signs 
On Plastic 


A circular describing a line of 
new signs is available from Farr- 
hill Mfg. Co., Westmoreland, N. H. 

One of the interesting types in- 
cluded is a sign using Scotchlite 
letters on a thin, pressure-sensitive, 
plastic sheet that can be rolled up 
in a mailing tube. Prices depend 
on size and shape, running in the 
neighborhood of $2.50 per square 
foot. 

Other items listed in the circular 
are die-cut Scotchlite letters with 
an adhesive back, and sheets with 
letter patterns to enable the pur- 
chaser to cut his own letters. 

- + « for more details circle 229, page 97 


Fluorescent Colors 
Now Economy Priced 


Switzer Brothers, Cleveland, now 
offers its fluorescent indoor colors 
in a new economically priced line 
known as In-Dor Day-Glo. 

In-Dor Day-Glo comes in the 
same selection of colors as Sun- 
bonded Day-Glo (designed for out- 
door use). It is designed especially 
for wall and window banners, 
counter cards, price tags, packaging 
and magazine inserts—even short 
term outdoor uses. Colors include 
blaze orange, are yellow, rocket red, 
Saturn yellow, neon red, signal 
green, fire orange and a new addi- 
tion—aurora pink. 

Day-Glo also offers a new color 
guide, available without cost, which 
includes a set of perforated sample 
sheets of each color. Portions can be 
torn off each color sample sheet and 
used as color chips to attach to lay- 
outs to clarify color instructions. 
Each chip contains boxes for indi- 
cating whether In-Dor or Sun- 
bonded Day-Glo is desired. 


. . » for more details circle 230, page 97 


Prop Service Supplies 
Proper Male Headwear 


Male models, tv actors and their 
motion picture counterparts who 
appear in print or on film in incor- 
rect headwear can no longer be 
excused on the basis of ignorance or 
poor judgment. 

The Cap and Cloth Hat Institute 
has set up “Headwear Props Un- 
limited” for use by advertising 
agencies, photographers, tv _net- 
works and motion picture studios. 
The service will carry a complete 
assortment of cap and cloth hat 


styles, in various colors and sizes, 
for immediate delivery. The service 
will also furnish counseling to those 
wishing advice on correct headwear 
styles. 

“Too often headwear has been 
debased in newspapers, magazines 
and on tv,” said Eugene Saunders, 
president of the Institute, “simply 
because the right thing was not 
available at the right moment and 
this is what we intend to overcome.” 

For admen interested in obtaining 
additional information, Headwear 
Props Unlimited will be located in 
the institute’s offices, 7 Washington 
Place, New York. 44 
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Words cannot fully 
describe the amaz- 
ing speed, simplicity, 
economy, versatility 
and incomparable 
reproduction qual- 
ity of THE NEW 
STATMASTER, 


INGENIOUS? 


The only “all-in-one” photographic unit, 


especially designed for the Graphic Arts! 


Now...you can make your own Glossy or Matte 


STATS - COPYPRINTS * 


enlarged or reduced, in line or halftone, negative or posi- 


tive, any size. 


.. on any grade or weight of paper... 


for approximately 1/10 of your present costs! 


YOU CAN OWN 
A STATMASTER 


for as little as 


$300... day 


ofter down payment 


(Three models to choose from ) 


NO KNOWLEDGE OF PHOTOGRAPHY IS NECESSARY! 


Come in for an exciting demonstration, or send for 24 page catalog. 


STATMASTER CORP. 


19 WEST 44th STREET, NEW YORK 36,N.Y. © OX 7-9240 


* Also makes Litho, Halftone & Screened Film 
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Display designed and 
constructed by Ivel 
Construction Corp 
Photography by Halleck 
Finley of Warsaw & Co 
Prints on Kodak 
Type C Color Material 
" from Color Corporation 
of America, 





At the Newark Air Terminal, thousands of people every 
day see this photographic suggestion to telephone ahead. 





After a few seconds the triangular columns turn and pre- 
sent another sales suggestion for Bell Telephone System. 





Selling ideas is a natural for photography. It puts 
your story in the right background—sells it vividly. 
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A display 
that he who flies can read 


“Going ? Coming? A phone call smooths the way,” 
says this giant moving photographic display. 


_ TELEPHONE wanted to remind air 
travelers at Newark Airport to call home 
or call their destination. The message had to be 
clear, complete—and fast! 


can be used to tell a story vividly and convinc- 
ingly. It’s a clue to any company faced with 
displaying a service or product at trade shows, 
expositions or anywhere many people must get 


the -ssage. 
So photography got the job. Big brilliant color ee 


photographs were mounted in sections on the 
faces of triangular columns. Every few seconds 
the columns revolve to show a changed picture. 


It is a good example of the way photography 


Photography can do all kinds of merchandis- 
ing jobs. It displays. It describes. It sells. It can 
save you money—save you time. Some of the 
ways it is used in sales and advertising are shown 
in the list. Check them over. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Here are some of the ways Photography helps build sales: 


Plans and Presentations 
Movies 


Slide films- 


parencies 
Easel presentations 


Photoengraving — Photocopying 


Motion 
Descriptive booklets 
Plant and product photos 


iors 
. 9S. ae : 
Portfolios Trade Shows—Background murals 


Slide films 
and pamphlets 


Advertisements 
zines 


Illustrations for maga- pictures 


Newspaper— Direct mail—Sales and 
service literature 


Billboards 


Market Research 
photos 


Calendars—Car cards 


Sales Training and Service—Salesmen’s 
portfolios and bulletins—Stills—Slides 
Movies —Installation and service manuals 
Customers’ instruction books. 


Product application 

Customers’ buying habits 
Merchandising ideas 

Photocopying charts and reports. 


Displays Television Production—Set backgrounds 


Would you like this free 
Spot commercials 


booklet on Kodak new Color 
Print Material Type C? 
Write Eastman Kodak 
Company, Rochester 4, N. Y 


Animation 


Packaging Labels 


Photo lettering 


Product pictures Public Relations 


Employee papers 


t ; Stockholder notices 
“How to” explanations 


oe Institutional movies 
Photo composition. 


House organs— News releases—Slide films 


Merchandising 
photos 


Displays—Background 


Administration—Office layout plans 


Micro- 
Miniature 
prints of ads for schedule boards 


Jumbo cut-outs 
application photos 


Installation o1 Progress reports—Office copying 
Demonstrations. filming of records for storing 


Printed Production 


Illustrations— Trans- 


Ai Oaleyke 


TRADE MARK 


When your story must be descriptive, 
Photography does the job. 
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July 22 . 
the reception desk of the Blessings Co., a new client, which 


was anxious to increase the sale of disposable diapers, and 
to do it during the summer selling season 


When the Blessings Co., New 
York diaper manufacturers, wanted 
to increase their sale of disposable 
diapers, they set their new agency, 
Hicks & Greist, a time-table that 
seemed impossible. 

Starting on July 22, they were 
faced with the fact that vacation 
time is disposable diaper time, and 
if this new product were to be 
tested, the campaign had to run 
during August. 

Each day saved in production was 
one more day for testing and selling. 

Because of time, magazines and 
Sunday supplements were out. The 
choice lay between newspapers and 
television. For many reasons, the 
latter was chosen, and the wheels 
began to turn. The idea was de- 
veloped in story-board and copy, 
production arranged, and time re- 
served on local stations. 

The agency succeeded, and the 
filmed live commercial, demon- 
strating the product in use, was on 
the air August 1. 44 


52 © Radio & TV Production 


Hicks & Greist executives present themselves at 


From Q)) idea 


Seven Days 





July 22 . . . In the Blessings office, it was agreed that the best 
way to get immediate impact was to use spot tv, but only if the 
20-second commercial could be placed on the air during Au- 


gust, which was less than two weeks away. 










. ine 

pe is. tis, 
July 23 . . . In the meantime, the 
copywriter, in the solitude of his office, 
went into communion with his typewriter 
to produce the commentary for the com- 
mercial whose art was still on the board. 









July 24 . Back at Blessings, the ac- 
count executive carried the presentation 
under his arm to get the client’s ap- 
proval. Knowing the schedule, this was 
one time he wasn’t kept waiting. 





to Film ® 
¢ 


lt takes a lot of effort to finish a television 


commercial in just seven days, plus good planning 
and coordination within the agency. 


= 
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July 22 . . . Still another meeting, this time in the agency’s July 23 . . . The storyboard started, even before the final copy 
had been written, based on the results of the previous day’s 


conference room. Ideas were tossed out, batted down, roughed 
discussion, and on the very rough notes taken down during that 


out, discarded, revised, and finally, late that night, a basic 


approach was laid down. session by the agency’s art director. 


July 24 . . . In a meeting at the client’s office, the storyboard was examined very 
carefully, but without delay. In on the session were the client’s vice-president and 
sales manager, the account executive and the radio-tv vice-president from the agency. 
Approval was given, the film went into production, time commitments were obtained, 
and just five days later, the answer print was rushed from the lab. 





A THIRSTY CROW found a pitcher with a small 
amount of water in it, too little for her to reach. She 
looked about her and saw some pebbles. One by one 
she dropped them until the water level came in reach. 
‘There are times’’ said she, “‘when a very little can 
be made to reach a long way.”’ 

D F KELLER CO Printers with imagination 


FRANKLIN 






3005 BLVD CHICAGO 12 ILLINOIS 


We have clients in America’s foremost industries 


and would like more 
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Attention 
getters: 
MACK’S 
‘‘MOPPETS”’ 


Exclusive use. 


[re OT at tt Low priced. 


ae 
ma ae 
e PRESENTATIONS 


DOUGLAS MACK 


1550 Church St., 


“Can’t we use HER in San Francisco 14 










JUST PUBLISHED — 116 page cotolog That Valentine ad!’’ Phone: MI 7-5377 
eee YOURS FREE REALIST c ART 
Write Today 
ELBE FILE & BINDER CO., INC. missiles 
FALL RIVER MASSACHUSETTS aircraft 





ELooravo 9-3985 


145 EAST 52nd STREET 


Dept. AR-3 
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Hundreds available. 


Write your needs 
and request samples. 


NEW YORK 22,N. Y. 





Iintra-Tel Closed Circuit 
Described in GE Booklet 


Full details on the Intra-Tel 
closed circuit television system are 
available from General Electric, 
Electronics division, Syracuse, N. Y. 

Information includes the descrip- 
tion of the three units involved in 
a basic Intra-Tel system, the prin- 
ciples of operation, and a listing 
of the various applications to which 
the system can be put. 

The booklet is designed in a 
loose-leaf format for easy filing and 
contains a series of cutaway photo- 
graphs illustrating the various parts 
of each component in the system. 

Additional details include a spec- 
ification sheet, ordering information 
and a diagram of typical equipment 
arrangements. 

- . + for more details circle 201, page 97 


TV Film Boosts Cards 
For Home Entertaining 


In the realm of unlikely partner- 
ships is the recent “home-enter- 
tainment” promotion by the Ameri- 
can Playing Card Mfrs., via an 
animated tv film in black and white 
and color. 

Produced by Pelican Films Inc., 
in cooperation with J. Walter 
Thompson Co., the film features a 
meek little tv polltaker and a loud- 
mouthed but likable character who 
likes television fine but likes card- 
playing better. 

As the plot thickens, the tv poll- 
taker, Mr. Meek, (who never plays 
cards) is reluctantly persuaded by 
card-crazy Mr. Boomer to learn gin 
rummy. Justice is maintained by 
having Boomer badly beaten at his 
own game by Mr. Meek. 

Entitled, “It’s All in the Cards,” 
the film runs 11:02 minutes during 
which time it details the history 
and advantages of card games for 
home entertainment. q4 





Shut Up and Deal! . . . Clever tv film 
promotes home card-playing by showing 
how a quiet card game 
hazards of baby-sitting. 


removes the 





This second report on closed cir- 
cuit television as an effective 
communications technique pre- 
sents continuing proof of its 
versatility in various fields. Part 
ll covers its use in sales train- 
ing and sales promotion. 


Sales Training . . Training sales- 
men has always been one of the 


more troublesome problems of sales 
management. 


>» An experiment conducted by the 
Stromberg-Carlson Co. in 1953 may 
indicate an effective solution to this 
problem. In the process of planning 
an annual sales conference, the sales 
department was asked by one of the 
newer salesmen for assistance in the 
sale of XY telephone dial equip- 
ment. 

At first a rather hackneyed idea 
of a playlet, in which a salesman or 
two would talk to a hypothetical 
customer, and in this way bring out 
various sales points, was considered. 
Then it was suggested that perhaps 
a customer who was approaching 
the time when he would consider 
conversion of his exchange to dial, 


CIRCUIT 
"| TELEVISION 


could be used, and an actual sale 
presented before the group. 

The possibility that the whole 
thing would appear rigged was dis- 
cussed, and to avoid this effect it 
was decided to set up the sales 
presentation in a private office 
where such a meeting might nor- 
mally be held, and to have it tele- 
vised for transmission to the room 
where the sales conference was be- 
ing held. 

An executive of the Chatauqua 
and Erie Corp. was selected as the 
customer because of his receptive- 
ness to the idea and his willingness 
to cooperate in the experiment. He 
was assured that he was in no way 
obligating his company to buy 
Stromberg-Carlson equipment, and 
if he was not convinced by the dem- 
onstration and sales presentation, he 
was perfectly free to purchase other 
equipment. 

Another reason for selecting this 
prospect as the guinea pig was that 
he had never purchased any Strom- 
berg-Carlson dial equipment, and 
therefore had not been conditioned 
to it by previous purchasing prac- 
tice. 

While the actual sale was in prog- 
ress in one room, the audience of 
salesmen and sales engineers in an- 
other room _ was listening and 
watching each move on the screens 


PART Il 


of television receivers. They saw 
two experienced salesmen explain 
features of the equipment and give 
reasons why Chatauqua and Erie 
Corp. should buy an XY switch- 
board and allied equipment for its 
telephone exchange. 

The sales manager, who was in 
the same room with the audience, 
conducted a running commentary 
on the progress of the sale, empha- 
sizing important features, calling at- 
tention to typical customer reactions 
and reminding his audience of any 
omissions in the presentation. 

To assure a representative sales 
interview, a series of 10 questions of 
the type that the average customer 
would be likely to ask were dis- 
cussed with the prospect before the 
demonstration. He was asked to 
raise these questions during the 
course of the interview, plus any 
additional questions which came to 
his mind as the sales presentation 
progressed. The presentation in- 
volved the use of pictures and ex- 
hibits, which were duplicated on 
slides and projected onto a second 


This article is taken from “Closed Circuit 
TV System Planning.” by Mayers and 
Chipp, an 8!/2x11"" hard-bound book pub- 
lished by John F. Rider, N.Y. See AR, 


January, pg. 77, for a full review. 
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. artists’ 
tools save time 
\ and money! .. 


Always ready! 


xacto PEN-KNIFE 
with 2 blades $1.00 


Imagine...a professional knife that 
stays with you “all day.” Surgically 
sharp interchangeable blades make 
quick work of the hundreds of cutting 
jobs in a busy artist’s day. 


Other artists’ knives from 30¢. 


FREE! Illustrated 
BUYING GUIDE 
for X-acto Artists’ 
Knives, Tools, Art 
and Craft Sets. 


X-ACTO, INC. 
48-45 Van Dam Street 
Long Island City 1, N. Y 


DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 25 YEARS 


CM we PPC 
LETTER & MAILING 


Does It FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. ; 
Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 25 years — 
Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 


Call Wabash 2-8655 and Just Ask For Marie 


431 SouTH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 
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Field Training Via TV . 


. . A sales-training experiment conducted by Stromberg-Carl- 


son gave trainees the chance to see a sale in the making via the closed circuit medium. 


screen so that the audience in the 
viewing room could see them as the 
prospect did. 

The sales interview lasted two 
hours and at its conclusion the pros- 
pect was brought into the viewing 
room and introduced to the group 
which had been observing the dem- 
onstration. 


Sales Promotion . . Another or- 
ganization to use closed circuit tele- 
vision to demonstrate its products is 
the Automatic Transportation Cc., 
a division of Yale and Towne which 
makes material handling equipment. 
In its exhibit at the Fifth National 
Materials Handling Exposition, the 
company set up a tv camera to tele- 
vise demonstrations of its equip- 
ment; screens and headsets were 
arranged so that the viewers could 
see both the show and the mechan- 
ics of the show. 

The company’s sales manager re- 
ported that it was easy to draw up 
to 100 people for each demonstra- 
tion. Expressing the belief that tv 
can do much to enhance product 
demonstration, he pointed out that 
“In addition to its novelty as a 
sheer attention-getter, it provides 
an opportunity for the audience to 
see close-ups of this or that part of 
a machine at the time the function 
or importance of that part is being 
explained.” 

Automatic Transportation’s sales 
manager listed a number of the ad- 
vantages he had observed in this 
use of tv. 


e It is an attention getter. Despite 
the public’s familiarity with televi- 
sion or perhaps because of it, they 
are invariably interested in seeing a 
television show being produced. 


e It has curiosity appeal, which was 
particularly true in this case be- 
cause show rules prohibited the use 
of loudspeakers and the sound por- 


tion of the demonstration was 
brought to the audience via head- 
sets. Visitors anxiously awaited a 
turn to listen to one of the 80 head- 
sets plugged into the closed circuit 
in Automatic Transportation’s booth. 


@ It focuses on special features. 
While visitors were able to see 
demonstrations without the aid of tv 
receivers, the tv cameras. pin- 
pointed features which the eye could 
not readily discern from the dis- 
tance of the booth’s perimeter. 


@ It increases the number of con- 
tacts. When a salesman demonstrates 
equipment in a booth, he can seldom 
do a complete job for more than 
three or four visitors at a time. With 
tv, a single commentator presented 
a demonstration to 70 to 100 visitors 
simultaneously. 


e It facilitates demonstration of a 
complete line. Five pieces of equip- 
ment were demonstrated at each of 
six shows daily. With a considerable 
amount of competing equipment at 
the exposition, Automatic managed 
to show its entire line, in operation, 
to capacity or near capacity crowds 
at each performance. 


e It makes a more lasting impres- 
sion. Automatic believes that with 
dozens of competitive items to re- 


member, prospects will better recall 
those shown on tv. 


e It is relatively inexpensive. Auto- 
matic’s total tv cost was reported as 
approximately 10% of the entire 
budget for show participation. 


> At the 1955 show of the Natl. 
Assn. of Plumbing Contractors, the 
American Radiator & Standard San- 
itary Co. used closed circuit tele- 
vision to present a sales story on its 
equipment for kitchens, bathrooms, 
heating and air conditioning. 

Every hour on the hour, a 15- 
minute program was produced with- 





in the American Standard booth. 
The program was built around the 
theme of Aladdin and his lamp, 
with professional tv talent playing 
all roles except that of the Caliph, 
who at each performance was se- 
lected from the master plumbers 
who, for the most part, made up the 
audience. At the conclusion of each 
program, visitors were allowed to 
ascend the throne and see them- 
selves on the television screens. 

Eight receivers were placed 
around the booth in such a manner 
as to make some of the screens 
visible from the aisles on all four 
sides, an arrangement calculated to 
draw passersby into the booth when 
they saw action on the screens; the 
remaining receivers faced into the 
booth so that visitors could see the 
program on the screens at the same 
time that they watched it being 
produced with two television cam- 
eras, microphone booms and all of 
the trappings of a telecast produced 
in a studio. 

American Standard observed es- 
sentially the same benefits from 
this operation as was reported by 
Automatic Transportation in its use 
of closed circuit tv. 


> The value of television in selling 
tangible products is well-known. It 
may surprise readers to learn that it 
has also proved effective in helping 
to sell such intangibles as an issue 
of debentures. 

Early in 1954 the Sheraton Hotels 
corporation, whose management had 
already recognized the potential of 
closed circuit television, offered its 
stockholders rights to subscribe to 
an issue of the corporation’s de- 
bentures. Sheraton believed that the 
success of this financing depended 
upon the cooperation of security 
dealers in certain key cities, and to 
this end a closed circuit telecast 
originating from a network studio in 
New York was transmitted to Sher- 
aton Hotels in half a dozen major 
cities. 


Coast-to-Coast Sales Meeting . . . Schenley brings 4,000 sales representatives to meet- 
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Aladdin and TV .. . Using ancient fable 
theme, American Standard used closed 
circuit tv to present sales story at booth. 


Security dealers in these cities 
were invited to attend the telecast 
for the purpose of receiving full 
information on the issue directly 
from officers of the corporation and 
a member of the underwriting firm. 
Talk-back circuits from each recep- 
tion point permitted dealers in the 
far-flung audience to ask questions 
and receive authoritative replies im- 
mediately. The regulations of the 
Securities and Exchange Commis- 
sion pertaining to the sale of se- 
curities were complied with by giv- 
ing each dealer a copy of the 
prospectus in advance of the telecast. 

(It is interesting to note, and may 
be significant, that 96°% of this de- 
benture issue was subscribed by the 
stockholders receiving the rights, 
and the remainder was sold before 
the underwriting was closed.) 

Sheraton contrived to derive an 
additional benefit from this telecast 
by including in the program demon- 
strations showing the use of the 
medium for such purposes as sales 
meetings, etc. Guests invited to see 
this portion of the program included 
sales managers, advertising manag- 
ers and advertising agency execu- 
tives who would normally be in- 
volved in arranging facilities for 
sales meetings and conventions. The 
presentation was evidently effective 
as a substantial portion of closed 
circuit telecast audiences have been 


ing via tv. (Complete Schenley details in January's closed-circuit report.) 
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WILL SELL MORE .. 


THE PERFECT SALES KIT 


COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


Attracts and holds prospect’s atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


SEND For Full Line Folder 


1708 West Washington 
CHICAGO 12, ILL. 


You Get Things Done With 
Boardmaster Visual Control 


Gives Graphic Picture of Your Operations— 
Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


Ideal for Production, Traffic, 


Inventory, 
Scheduling, Sales, Etc. 


Made of Metal, Compact and Attractive. 
Over 250,000 in Use. 


Complete price $4gso including cards 
| FREE 24-PAGE BOOKLET NO. R-300 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd St. © New York 36, N. Y. 
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PROCESS PLATES 





at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department...including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air. 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 








* U.S. Pat. 2480917 


CLAREPORTe 
REPORT COVERS 


WITH THE /ranaparent FRONT 


. make a ‘‘show window’’ for more effective 
presentations, reports, catalogs, surveys, etc. 
Clareport Regular has a clear acetate front 
and a back of Strathmore Beau Brilliant 
cover stock—choice of 9 smart colors. 

Send for FREE SAMPLES and prices now! 
Clareport Deluxe has a heavier acetate 
front with a rugged simulated leather back 
in 6 smart colors. Send 75¢ for sample. 


Both hold 11x82” sheets (special sizes to order). 
¢ Belford specializes in stock and custom-made 
easel and eee binders. Your problem 
solved quickly and inexpensively. 


Write Dept. AR—or Tel. PLaza 7-5950 


BELFORD Company, Inc. 


Creative Binders for Advertising & Selling 


318 West 48th Street, New York 36, N. Y 
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accommodated 
rooms. 


in Sheraton ball- 


> When Remington Rand was faced 
with the problem of demonstrating 
its Univac computer to some 50 
representatives of an _ important 
prospect who wished to see how the 
“electronic brain” would handle a 
typical assignment, closed circuit 
television was called to the rescue. 

Two television cameras were set 
up in the Univac operating area, 
while five 21” receivers, connected 
to the cameras, were set up on the 
other side of a glass partition which 
separated the Univac from a general 
reception area. The cameras fol- 
lowed each step of the Univac op- 
eration in its logical sequence, and 
every one of the 50 observers was 
able to see each detail as if he were 
receiving a private demonstration 
set up for him alone. 


>» One of the most elaborate projects 
to utilize closed circuit television as 
a sales promotion device was con- 
ceived by the advertising manager 
of Owens-Corning Fiberglas Corp.’s 
textile division. It was named the 
Owens-Corning Color Cavalcade 
and was built around a unique sys- 
tem of color television developed by 
the Allen B. Du Mont Laboratories. 
(Du Mont called this system Vita- 
scan. ) 

The Color Cavalcade consisted of 
a_ self-contained Vitascan studio 
plus a number of large-screen color 
receivers which could be trans- 
ported in a standard trailer truck. 
The plan was to set up the Vitascan 
studio in department stores all over 
the country on a schedule which 
would allow an average of eight 
days operation in each store. Fea- 
tured merchandise from various de- 
partments was televised in natural 
color in the studio, and the pictures 
transmitted via coaxial cable to 
color receivers set up at various 
management-selected locations 
around the store. 

Manufacturers of products made 
of Fiberglas were invited to provide 
displays which could be tied in with 
the promotion, and manufacturers 
of other merchandise were offered 
the opportunity to promote their 
products, on a cooperative basis, 
via the color telecast. Arrival of 
the Cavalcade was well publicized 
both in advance and during the 
promotion by extensive advertising 
in local papers by each participating 
store. 

The success of this promotion, 
which included about 20 stores from 
coast to coast over a period of nine 
months, may be judged from the 
fact that a similar promotion was 
planned by three cooperating or- 


ganizations: Allied Stores Corpora- 
tion, Du Pont and RCA. (See AR, 
Nov. 1956 for a full report.) 44 


Your Sales Training, 
Efficient or Lacking? 


Help in determining the efficien- 
cy of a sales training program is 
available in a clear-cut “Check 
List and Planning Guide” booklet 
from Porter Henry & Co. New 
York. 

Designed in a chart or check-list 
form, the booklet provides space 
for the reader to put pertinent facts 
and figures down concerning his 
company’s sales training plan to 
enable a concise picture of how it 
looks in black-and-white. 

Starting with a “present level ef- 
ficiency chart,” the booklet goes on 
to chart data on the company’s 
methods of sales training research, 
planning, program, contents and 
sales training materials. 

A copy is available. 

. « . for more details circle 212, page 97 


Directory Lists Service 
Offered by AV Dealers 


Information on the specific serv- 
ices offered by approximately 400 
audio-visual dealers is available in 
a new directory published by the 
National Audio-Visual Assn., Fair- 
fax, Va. 

The directory lists NAVA dealers 
by geographical location and codes 
each listing to show where a user 
can find each of 15 types of audio- 
visual equipment for rental. 

Additional information includes 
the dealers which offer projection 
service, projection room facilities, 
equipment repairs, free-loan films, 
etc. 

Single copies are available. 
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We’re supposed to get a few feet 
of movies of you at your job... 
would you mind moving? 








More Movies... 


Color Magic to Slings 
Covered in New Films 


The wide variety of interests the 
industrial mevie can serve is stressed 
by the following films recently re- 
leased on a free-loan basis. 


Color 
Magic 


Based on the color 
lectures of O. C. 
Holland to hun- 
dreds of graphic arts, advertising 
and designing audiences throughout 
the country, “Color Magic” illus- 
trates some of the more important 
principles involved in using color in 
industry and design. 

The action takes place in the 
studio of a color consultant who, 
through a series of demonstrations, 
unravels the mysteries of lighting, 
visibility, color associations and the 
illusions of size created by advanc- 
ing and receding colors. Presented 
in a non-technical manner, the 
movie has a broad appeal to all 
types of people. 

The film was produced by Wild- 
ing Picture Productions under the 
technical direction of Interchemical 
Corp.’s color experts. 

Arrangements for borrowing this 
22-minute, 16mm film can be made 
by writing to Interchemical Corp., 
67 W. 44th St., New York 36. 


Portrait In 
Plastics 


The story of George 
Eastman, pioneer 
in the development 
of plastics, is told in a new 16mm 
sound and color film produced by 
Eastman Chemical Products Inc., 
Kingsport, Tenn. 

The 24-minute film starts with 
Mr. Eastman’s first interest in plas- 
tics in 1889 and takes the viewer 
through his research to the intro- 
duction of Tenite acetate, the first 
Eastman plastic, in 1932. The 25 
years following up to the present 
day is also covered in the film 
showing the growth of Tenite plas- 
tics and its expansion in application. 

Since the film was produced as 
part of a series of projects to com- 
memorate the first quarter century 
of Tenite plastics production, part 
of the action includes a visit to the 
laboratories where the viewer is 
shown some of the color facilities. 


Take It The 
Away 


history of 
slings, and tips on 
handling loads safe- 
ly and economically as they swing 
through the air, are covered by this 
new 16mm sound film from Mac- 
whyte Co., Kenosha, Wis., produced 








Introducing 
E-Z-EAS-L 


Standard Printing 
Company’s NEW 
Tab-less display 
easel with the 
adhesive back! 


PATENT PENDING 


PART OF OUR 
COMPLETE ADVERTISER'S SERVICE 


e E-Z-EAS-L 
e Direct Mail 


e Ad Reprints 
e Streamers 


-.. all in full color at one-press-run economy ! 


E-Z-EAS-L goes up in seconds—for keeps ! Two 


adhesive strips, 


even stronger than the display stock itself, eliminate all need for 
tabs and slots. Bowed easel back keeps display flat, cuts mailing 
costs and production costs by letting lighter weight stock do the 


work of heavier display boards. 


Write today for complete information on Standard’s Advertisers’ Service, 


including full art production facilities. 


SEND NOW FOR SAMPLES! 


STANDARD 


PRINTING COMPANY 


Dept. 26, 201-209 North Third Street 
HANNIBAL, MISSOURI 


AOE el eb a 


KENS KLIP ART 
100 BIG PAGES of modern 
humorous illustrations 
ready for you to clip and use 
$25 Complete 


Send for free sample page 
KENS KLIP ART 
P_O BOX 871, CINCINNATI 1 OHIO 


NEW Decals 


Permanent type oa “Vinyl” 
applied in seconds without water. Saves labor; no 
oie i MADE TO YOUR “SPECIFI- 
CATIONS.. pauaaners, pour trademark. 
Send now tor TRE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Bex 948, Wichital Kansas 


WE MAKE LINE ART g@ 
el had Xe 4\c se 


for ONLY $14.25 each 


Just send empty package 
and indicate view desired. 


There’s nothing like 


A GIRL 


Write for brochure 
of Advertising PIN-UPS 


enterprise photos 
box 6873-c © dallas 19, texas 
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GIVE 
SALES A LIFT 


Need a gimmick? 

Use advertising balloons— 
imprinted with your 
sales message. 

We produce and print, 
give fast service 
at low cost. 

Write for details. 


THE FAULTLESS RUBBER COMPANY 
Ashland, Ohio 


Dept. AR-2 








O a a8 For Your 
rdeas eas New Budget 
~ eee Cut your pro- 
duction costs in 


'58 with the 


“ offset RCS ‘‘Complete 


Graphic Arts 
lithographic Production 
ideas Service” for 


quality print- 
ing, photog- 

raphy, photo- 
stats, planog- 
raphy, photo- 
murals. 


» & 





Your “Idea 
Package"’ con- 
tains current 
price lists, ideas 
for using all 
services for im- 
proved quality 
and economy. 


’ 
i 
i 
1 
' 
i 
: } IDEAS are for 
: | men who re- 
. spect quality 
‘ and economy 
: as effective 
roads to success 
and profits. 
| 


Our best wishes 
- and FREE 
“Idea Package”’ 

-+. fora 
Happy, Prosper- 
ous NEW YEAR! 


Please send my FREE 
RCS “Idea Package”’ to: 


Name 
Company 
Address 





RGS Offset Printers 


123 NORTH WACKER DRIVE, CHICAGO 6, ILL. 
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by Film 
waukee. 

The film has a running time of 
approximately 20 minutes and shows 
various types of slings in action, 
explaining how the rated capacity 
of a sling will vary due to stresses 
caused by the various methods of 
applying the sling to the load. 

It is available from Macwhyte Co., 
Public Relations Manager, Kenosha, 


Arts Productions, Mil- 


Wis. 44 

Booklet Outlines Facts 

On Theater Screen Ads 
Detailed facts on how to tell 


your product story in color and in 
motion to 50 million people are out- 
lined in “The Facts About Theatre 
Screen Advertising” from Al- 
exander Film Co., Colorado Springs. 

The booklet is well-organized and 
presents, in summary form for 
quick reference, pertinent data on 
the medium based on the findings 
of Sindlinger & Co., business 
analysts. 

Among the points discussed in 
the booklet are the advantages of 
theater screen advertising, the dis- 
tributors, the cost per thousand, the 
number and location of theaters 
accepting these ads, the type of 
consumer seeing the ads, the age 
distribution of the average weekly 
audience and the effectiveness. 
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New Telephone Service 
Links Dealers to Ads 


Ever wondered where you could 
buy a product after having seen it 
in a national ad that didn’t list 
dealers? A new nation-wide tele- 
phone shopper’ service entitled 
“Where-to-Buy-It” has been in- 
augurated by the Telanserphone 
Co., New York. 

Operating 24 hours a day, seven 
days a week, the service tells read- 
ers of national ads the names of 
local dealers carrying the adver- 
tised products. 

In addition to naming the dealers 
located in a particular area, the 
service also can take product orders 
or requests for samples, literature 
or salesmen’s calls. 

A brochure on the 
available. 
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service is 


New Precision Device 
Edits Magnetic Tape 


The production of a moderately- 
priced precision device for editing 





Precision Editing . Fast and simple 
editing of magnetic recording tape. 


magnetic recording tape has been 
announced by Alonge Products Inc., 
New York. 

Adaptable to either commercial 
or home use, the device quickly cuts 
and splices 14” magnetic tape by 
means of a center blade which pivots 
and can be set for precision cuts at 
90, 67144, or 45 degree angles. 

The unit is compact, non-magnetic 
in construction, weighs less than a 
pound and measures 414x31gx334” 
over all. Price is $29.95. 

Additional details are available 
from Alonge Products Inc., 165 W. 
23rd St., New York 11. 44 


Kodak Pamphlet Details 
Projection Factors 


The many factors present in 
effective audio-visual projection are 
given a_ thorough, point-by-point 
treatment in a new pamphlet from 


Eastman Kodak Co., Rochester, 
BY. 
While “Foundation for Effective 


Audio-Visual Projection” is espe- 
cially designed for the person who 
uses audio-visual equipment pro- 
fessionally, the book is extremely 
helpful to the amateur trying for 
better slide or film presentations. 

The projection factors discussed 
in the pamphlet include the proper 
choice of a room, seating plans, the 
right type of screen, loud-speaker 
and screen locations, the image 
brightness required, plus the pro- 
jector-lens-lamp combination to 
choose for your specific presenta- 
tion. 

An additional feature of the 20- 
page pamphlet is a data section on 
the lumen output of projectors man- 
ufactured by Eastman Kodak Co. 
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New Designs . 


How 
Package Design 


Sets the Pace 


A Philadelphia dairy started to redesign its milk 
carton and ended up with an over-all program 
with a consistent picture of the company per- 


sonality. 


- The same feeling is carried through all 


products, and extends even to envelope and letterhead. Con- 
trast with older design, which bore no family resemblance. 


By Allen Sommers 


Dairymen still feel, for the most 
part, that the door-to-door milk- 
man is the major weapon for 
increasing sales. There is a new 
trend, however, in merchandising 
dairy products in self-service stores 
and other retail outlets. 

In performing this task, a com- 
paratively new one for many firms, 
a new salesman is being used—a 
selling, attractive, bright package. 

This matter of a punch package 
came to the fore when the self- 
service freezer cabinet became the 
focal point for merchandisers of 
frozen foods. To get their products 
into these cabinets was a major 
task. But to move them out was 
just as important. 


> Martin Century Farms, located in 
the verdant Pennsylvania pasture- 
land at Lansdale, found improving 
the package of just one or two 
items was not enough. What was 
needed was an integrated package 
design campaign that would asso- 
ciate and identify all products in 
the line as a family desirable to the 
consumer. 

The packages for the firm’s en- 
tire line of products—milk, ice 
cream, cottage cheese, butter, eggs 


and margarine—were designed with 
a master motif that linked them all 
together. Not only that, but the 
basic design was extended to the 
firm’s ice cream signs, displays for 
its fleet of trucks, dealer window 
displays, letterheads and even in 
the proposed design of the exteriors 
of its branch plants. 

To accomplish this a total of 22 
meetings were held, starting Jan- 
uary, 1957. 

Sixty people were involved 
in the entire program, but 
basically it started with a meet- 
ing between executives of Martin 
Century Farms and Mel Richman 
Design Associates, Philadelphia. In 
addition to the 60 mentioned 
above; with market researchers, 
printers, artists, etc., perhaps 1,000 
persons were involved. 


> Martin Century Farms had its be- 
ginning in 1921 with three cows 
and one customer. Two teen-age 
boys, Gus and Frank Martin, were 
the sole owners. They competed 
with each other to see who could 
sell the most milk to hotels and 
restaurants. The company ex- 
panded rapidly, serving customers 
house-to-house and_ serving in- 
stitutions. Five years ago the firm 
added ice cream to its line by pur- 


chasing Witchwood Dairy Co., 
Springhouse, Pa., near Lansdale. 
Martin products today are dis- 
tributed in Philadelphia as well as 
in Montgomery, Bucks, Chester and 
Delaware Counties in Pennsylvania. 

Many years ago the firm took to 
the ad columns of daily newspapers 
and to radio to promote two themes: 
Martin products are bottled fresh 
in the country, and colonial heritage 
of the Martin farm. 


In the past few years the com- 


Old Packages . Variety of designs 
made it hard to establish brand recog- 
nition. 


Packaging & Labeling * 61 








HERE’S ONE 
GIVE-AWAY 
THEY WON’T 
THROW AWAY 
...and for less than a dime! 


So inexpensive you can afford to give it 
away ... so useful no one will throw it 
away. This practical premium reminds 
’em of you day-in, day-out! 


WHITTEMORE 


Quick-Shine 


" polish - treated 


SHOE 
ims 





@5” x 7” mitt envelope provides ample room 
for your lasting ad message! 


@ Wax-treated flannel gives instant shines on 
all shades of leather! 


@ Ideal good-will builder for salesmen, conven - 
tions, special events! 


© Effective direct mail “gimmick”! 


© Perfect self-liquidator . .. we can handle and 
mail for you! 


Send for Free Samples and Prices. Salesmen’s inquiries invited. 


WHITTEMORE BROTHERS CORP. 





BALTIMORE 15, MARYLAND 


BUILD 
ACCURATE 


With the Only 
Complete Listing 
of Over 3450 
Business, Farm 
and Consumer 
Magazines 


BACONS 


PUBLICITY CHECKER 
6th Annual 


NEW 
alls for 1958 


N EW PERMANENT 
NUMBERING 
New system gives perma- 
nent serial numbers to 
each magazine. Makes 
list building fast and easy. 


RELEASE 
She 





wr 


OVER 2000 
CHANGED 
LISTINGS 
FOR 1958 
644" x 9%" 
320 pages 


rr 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity—saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%” x 9%” 
size, 320 pages. Write for your copy today. 


PRICE $18.00 
Name 


Sent on Approval 


Company 
Address 
City 

Bill: (J Me 


State 





0) My Company 
BACON’S CLIPPING BUREAU 


14 E. Jackson Blvd. Chicago 4, Illinois 





62 + ar + February 1958 












Truck Painting . . 
Basic design was 


easily carried over 
to delivery trucks. 


pany noted that the traditional milk 
route began losing sales volume be- 
cause of competition from the self- 
service store. The company ex- 
panded its ad program through its 
agency, Ecoff and James, Phil- 
adelphia. Mel Richman Design As- 
sociates was called in to revise com- 
pletely the package program. 


> To achieve the objective of creat- 
ing stronger brand recognition, the 
entire surface area of the packages, 
trucks, signs, etc., was used to 
create a distinctive and appealing 
total brand image. This contrasts 
with the traditional method of re- 
stricting brand _ identification to 
limited design areas such as brand- 
marks, logotypes. 

A number of graphic elements 
were utilized to obtain the desired 
effect: stripes that were striking 
were used to attract attention. The 
colonial design was maintained to 
one of the 


carry out company 
themes. 
Another element used was the 


country scene, featuring the Martin 
Century Farms buildings and roll- 
ing landscape. The old logotype was 
modernized to increase legibility. 
On the new package, the logo ap- 
pears in cherry red. The logo, prod- 
uct name and slogan appear on 
each panel of the ice cream and 
milk cartons to allow for identifica- 
tion regardless of how the items 
are tossed about in the cabinet. 
Another unifying element was the 
key color selected: mint green. This 
color appears on each of the milk 
packages in combination with other 
colors to identify the product. Dark 
green and red were the old colors. 


> Included in the truck and sign de- 
signs is a new logotype for Mar- 
tin’s Witchwood premium brand ice 
cream. The logo takes the form of 
a modern graphic symbol. The old 
design consisted of the conventional 
witch on the proverbial broom. 
Market tests indicate that the new 


design has strong consumer ac- 





ceptance. One Levittown, Pa., su- 
permarket reported sales of Mar- 
tin products jumped from fifth to 
first place within 16 days after in- 
troduction of the new packages. 
This occurred without any special 
promotion or advertising. 

The success of the new design 
creation resulted from close cooper- 
ation between Mel Richman Design 
Associates, the ad agency, and the 
suppliers, International Paper Co. 
(Pure-pad milk cartons); Conti- 
nental Can Co. for cottage cheese 
cartons; Self Locking Carton Co. for 
egg cartons; Gordon Carton Co. for 
butter containers; Butler Paper Co. 
for margarine cartons; Edwin J. 
Schoettle Co. Inc. for ice cream 
containers; Mulholland-Harper Co. 
for ice cream signs; Dixie Cup Co. 
and National Decalcomania Corp. 
for truck decals. 


> The packages of competing firms 
were first examined and evaluated. 
(Heatherwood Farms in Lansing, 
Mich., for example, made an im- 
pression with its Scotch bagpiper 
and plaid package). 

Preliminary sketches were then 
prepared, showing new design sug- 
gestions. These sketches were pre- 
pared by five designers, all working 
separately to assure a wide variety 
of ideas. 

The designers, sitting as a group, 
then criticized the preliminary de- 
signs for the purpose of eliminat- 
ing the less desirable and improving 
on those approved. 

The next step was development 
of rough three-dimensional mock- 
ups to get an idea of dimension in 
package viewing. After criticism 
and suggestion, comprehensive 
mock-up packages were prepared 
and recommended. 


> To insure a coordinated design 
program, Mel Richman Design 
Associates was given the authority 
to work with each of the suppliers 
directly and the suppliers were 
answerable to Richman in carrying 





out the exact color scheme and de- 
sign. Color swatches, printed proofs 
and press runs were checked care- 
fully to control all aspects of de- 
sign and color and for matching. 

The package design committee at 
Martin Century Farms included 
August L. Martin, president; Frank 
Martin, vice-president; Don Battles, 
account executive for Ecoff and 
James; Robert Mearz, management 
consultant; Hal Bashore, wholesale 
sales manager; and Jacob R. Clem- 
ens, purchasing agent. 

At the Mel Richman firm: Robert 
Cawley, executive director of the 
company; Albert E. Storz, design 
director; John Landis, head co- 
ordinator; Myron J. Mitchel, client 
contact man. 44 


Fotofoil Product Permits 
Fast Etching, Anodizing 


Manufacturers and designers with 
short run problems for nameplates, 
panels, schematics and templates 
are offered a solution now with 
the introduction of “Fotofoil” by 
Miller Dial & Name Plate Co., El 
Monte, Calif. 

Enabling delivery in just seven 
minutes, Fotofoil is a metal, coated 
with a light-sensitive ink which, 
after processing, becomes resistant 
to alkali, acid and water. 

The material eliminates the need 
of darkroom or photographic equip- 
ment, and is available in a wide 
variety of colors and_ standard 
thicknesses. 

Fotofoil can be purchased as a 
single material with the necessary 
chemicals, or in a kit containing a 
photo lamp, print frame, 3 porcelain 
trays, chemicals, Triac adhesive in 
pressurized container, and 10 sheets 
of Fotofoil. 

More complete 
prices are 


information and 
available. 
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Practical Packaging Tips 
Illustrated by Permacel 


How many applications can self- 
sticking tape have in the packaging 
field? 

Practically endless, according to a 
booklet that proves its point, with 
a vast variety of on-the-job photo- 
graphic illustrations from the Per- 
macel Tape Corp., New Brunswick, 
N.J. 

Entitled “Practical Packaging 
Ideas With Permacel Tape,” the 
booklet contains photographs show- 
ing how 100 different companies use 
Permacel and Texcel tapes in the 
packaging field. 

Divided into packaging categories, 








one call for all! 


@ VISUAL SELLING AIDS 
from flip-overs to films 
@ SALES TRAINING PROGRAMS & MEETINGS 
from copy planning to production 
@ EXHIBITS & DISPLAYS 
from creation to production 


@ POINT-OF-SALE MATERIAL 


visual communications specialists 


We are Masters of all Visual Communication 
Techniques, fully staffed with creative consultants 


and with complete facilities 
(all within one shop) 

to do any job for you 

in the visual selling field! 


CREATIVE ART STUDIO - SILKSCREEN 
TYPE & LETTERPRESS - BOOK BINDING 
CHARTS & MAPS + EXHIBITS & DISPLAYS 


reer Te 


Yeamcon GREYHO JUND. | 
BR onal TOUR 


y° . 
Vo" Attractive 
Advertising: .. vx 


cars without any marring or dam- 


age to car. No holes to drill. Signs 
are removable in one second. Quick 
easy economical copy changes. 
“These are only part of many ad- 
vantages had with exclusive pat- 
ented Bumpa-Tel Signs.” 


FLEET OPERATORS: | Take 
advantage of the advertising value 
of your cars. 


ADVERTISING AGENCIES 
AND SIGN COMPANIES: 


Sell these to your customers. Write 
us for details. 


Ha a 


MOUNDS, ILLINOIS 
U. S. PATENTS CAN. PAT. PEND 


call us... for results 
you can 
see! 


304 east 45th street, 
New York 17, N. Y. 


rapid art MUrray Hill 3-8215 


service, inc. 





we cover 
the country 
with 


XN 


THE QUALITY COLOR 
SERVICE TO THE 
TRADE FOR 


Kodak Dye Transfer 
Kodak Type C 
Anscochrome Printon 
Kodak Flexichrome 
Kodak 3-Color Short Run Litho 
Color Transparencies 
Display Transparencies 
Duplicate Transparencies 
Color Separations for Graphic Arts 


Custom Color Film Processing 


COLOR CORPORATION 
OF AMERICA 


Sofia Building 610 S. Armenia Ave. 
43 W. 61st Street, Tampa 9, Florida 
New York 23, N.Y. Phone: 7-5358 
JUdson 2-4355 


Color Prints 


PLANTS: 


~ 
COLOR CORPORATION OF AMERICA : 
Sofia Building, 43 W. 61st Street 
New York 23, N.Y. 


Send me your new, free 32-page Technical 
Information and Price Catalogue. 


Name. 
Firm 
Position 
Address. 


poem rrr reer 
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JUST OUT! 


4th ANNUAL 
IDEA ART 
PORTFOLIO 


Another great volume of 


topflight, ready-to-use 
art—entirely new! Copy 
lines to stimulate 1000 
fresh ideas and uses. 
Reproduction on heavy 
Kromekote, in deluxe 9x12 
ring binder. Illustrated 
ndex. An invaluable work 


book for fast, easy prepar- 


ation of ads! $27.50. 


Order today on approval for 
5-DAY FREE EXAMINATION 


ele 


307 Fifth Avenue 
New York 16, N. Y. 


FOR YOUR OWN 
PROTECTION... 


-.- SHIELD YOURSELF 
AGAINST REPRODUCTION 
PROBLEMS. 

USE DOT ENGRAVERS 
FOR COLOR 

AND BLACK AND WHITE. 


D od Engravers, Ine. 


600 W. VAN BUREN ST. 
CHICAGO 7, STATE 2-5367 
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photographs cover the following op- 
erations: 


Carton and Box sealing 
Wrapping 

Bundling 

Protecting 

Bag sealing 

Canister and drum sealing 
Combining 

Unitizing and palletizing 
Aperture sealing 

Labeling and identification 


Each photograph is accompanied 
by a description of the actual op- 
eration, the problem involved and 
the type of tape chosen. 
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High Packaging IQ 
Treated in Booklet 


Details on a service that offers 
lithographed metal containers with 
a high “Packaging I.Q.” — impulse 
quotient — are available in an illus- 
trated booklet from J. L. Clark Mfg. 
Co., Rockford, Ill. 

Entitled, “Does Your Container 
Have a High I.Q.,” the Clark book- 
let outlines the factors necessary in 
a container to convert impulse sales 
into repeat customers, plus the com- 
pany’s facilities including that of its 
Impulse Design studio, engineering 
and precision manufacturing. 


. .. for more details circle 216, page 97 


Plush Packaging Possible 
With Pre-Flocked Plastic 


Plush protection for products at 
economical cost may become stand- 
ard operating procedure with the 
development of a pre-flocked plas- 
tic sheet which retains its beauty 
and flexibility after being vacuum- 
formed. 

Developed by the Gilman Broth- 
ers Co., Gilman, Conn., the new 
“Stylour” is produced from a super 
high-impact styrene sheet which is 
then coated with cotton or rayon 
flock. The pre-flocking of the sheet 
before it is vacuum-formed has two 
advantages, according to the com- 
pany. 

Not only is it less expensive, but 
the flocking is applied more evenly 
and tends to hold to the styrene 
surface with more adhesion than in 
the old method. 

It is available in a wide variety 
of standard or custom colors, and 
in plain or embossed patterns. 
Widths range from 24 to 40” and 
in lengths up to 100 yards. 

The cushioning effect of the ma- 
terial has made it popular for the 
packaging of a number of fairly 





delicate products including cameras, 
electric shavers and _ silverware 
which can be packaged in Stylour, 
flocked with a_ tarnish-resistant 
substance. 

Samples are available. 
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Transparent Index Tabs 
Offer Easy Typeability 


Transparent index tabs that per- 
mit direct typing on both sides, have 
been developed by Superior-Tab- 
bies Inc., Chicago. 

The pressure-sensitive tabs are 
made of soil-resistant, durable ace- 
tate and mounted on special sheets 
to fit typewriters. 

Also enabling use of stencil keys, 
ball-point pens, hard pencils or a 
stylus, the tabs are pre-cut to 
standard widths that range from 34” 
to 3” in a choice of red, green, 
orange, blue, yellow, or black. 
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New Adhesive Labels 
Developed for Rubber 


A new pressure-sensitive label 
that resists oil and heat and ad- 
heres firmly to silicone rubber has 
been introduced by the Avery Ad- 
hesive Label Corp., Monrovia, Cal. 

Because these labels can be ap- 
plied before the rubber is molded — 
at temperatures in excess of 300° 
— they bond smoothly, creating the 
appearance of being part of the 
rubber and provide permanent 
gripping identification. 

Available in a variety of shapes 
and sizes and resistant to weather 
and temperature extremes, these 
labels can be applied to automobile 


transmission seals, aircraft seals 
and cuts, roll coverings in food 
processing, electrical cables and 
aircraft tires. 44 
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New Styling . . . Latest fashion by Singer 
is new package styling for its sewing ma- 
chine oil. New container is produced by 
Celluplastic Corp., Owens-Illinois Glass 
Co., and Panef Mfg. Co. 


Se ng 
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SCREEN PROCESS INKS / PAPERS & CARDBOARDS 


fe . U a a ; , ) 
WATER COLORS / COATED FABRICS / BULLETIN rat er a DJ Meee te 


COLORS QWIK-SPRAY PAINTS PRESSURE 
SENSITIVE ADHESIVE PAPERS * 
For a free color selector and address of you ¥ TE STED ELVA'GLO 
nearest supplier, write now to 


RADIANT COLOR COMPANY 


B30 |ISABELLA STREET, OAKLAND 7, CALIFORNIA 
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How To MIX Typelaces SUCCESSFULLY 


A typographic expert gives some sound advice on 
mixing different typefaces in a single layout, end- 
ing with a helpful set of twelve rules for your guid- 


ance. 


By Klaus Schmidt 
Lewin, Williams & Saylor 
New York 


Are there any general principles 
which can guide a designer in mix- 
ing and blending typefaces, selected 
from the hundreds he has to choose 
from? I believe there are, and the 
following is an attempt to lay down 
some very general principles of type 
mixing. 


> Historical factors will rarely de- 
termine the choice of a particular 
type, with the possible exception of 


This article is reprinted by permission 
from “Type Talks”, published by the 
Advertising Typographers Assn. of Amer- 
ica. 


cases where a printed piece is to 
re-create the “atmosphere” of a cer- 
tain historical era, and when a suit- 
able synthesis of text, illustration 
and type can accomplish that task. 
Typefaces originating in the same 
period do not necessarily make good 
mixtures. Exceptions to this rule, 
e.g., the very effective combinations 
of Bulmer and Baskerville, or Didot 
and Bodoni, are based on similar- 
ities inherent in the design of these 
type faces rather than on strictly 
historical factors. 

Whether two typefaces blend 
pleasingly or jangle discordantly is 
a matter of form, not of historical 
considerations, and it is in the area 
of form where we may formulate 
certain principles of good practice. 


> Theoretically, there are as many 
possible type combinations as there 


New currents from the new Pacific 


COUPE DE JOUR the singular 
elegance of COTTON AMD CUPIONT now in fancies, prints and plains. Coupe 
de Jour captures the look, the feel, the supreme elegance of fine Italiar 
ilk. Here is the same depth of color, the same slightly nubby texture 

subtle lustre further enriched by exciting new novelty 
aves and prints. A wide range of solids, too. Colorfast and fully 


axe-resistant, Coupe de Jour offers a fresh new current of fashion 


resses, shirts, slacks, blouses an 
ALE Eh ee ee 


Pleasing Contrast The heavy Frank- 
lin Gothic accentuates the flowing lines 


of Modern No. 20 italics 
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FULL COLOR 


ENVELOPE STUFFERS ' 


Look at these new low prices! 


100,000 . ‘2.89 m 
250,000 . ‘2.31 m 
500,000 . ‘2.12m 


31/2" x 5 1/2", lithographed 4-color pro- 
cess, two sides, 70# number one coated. 
Prices based on copy ready for camera. 
Original plates additional. 





No need for large inventory. 
Frequent Colorform combination 
press runs can supply your needs 
as required. 

Write today on your business 
letterhead for more information 
and free Colorform Booklet de- 
scribing our exclusive process. 

Dept. AR-2ES 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N.Clark 
Los Angeles, 2030 E. 7th NewYork, 23 E. 26th St. 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 


New 


RMO- 


22,812,549 


Cut electro costs in half with 
THERMO-ADS® ... approved 
and used by many publica- 
tions (write for a complete, 
up-to-date list 










ADVERTISING MATS 
ADVERTISING PLATES 
PLASTIC PRINTING PLATES 
RUBBER PRINTING PLATES 
STEREOTYPES 


iNC COMPLETE MAILING SERVICE 


108 Silas Deane Highway, Hartford 1, Conn 
149 Eost 40th Street, New York 16, N. Y. 





7 7 
i ADS, Inc., Dept. AR-3 | 
108 Silas Deane H’way, Htfd. 1, Conn. | 
| Please send complete information on 
j THERMO-ADS to | 
| NAME | 
{| ADDRESS ese ininaiii 
I city STAT 
hoe e SET UNT eeeareree ee ob 
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CASH INON CASHALLURE 


anew Burlington over-the-counter fabric 


of Courtaulds Coloray 


Didot & Bodoni... 
Inherent design 
similarities 

make this an 
attractive 
combination. 


are typefaces. Yet, the number of 
effective combinations is immedi- 
ately reduced when you base your 
decision on this maxim: Mix those 
typefaces which are similar in 
weight and color, yet dissimilar in 
total appearance and over-all char- 
acter. 

For example, Bodoni and Com- 
mercial Script may be similar in the 
weight and color of their strokes, 
but totally different in “atmosphere” 
and connotation. Thus, they could 
be mixed tastefully. This we may 
call the conservative method of ap- 
proach for type mixing, a method 
which is used most often in book 
typography. 


> Another approach which will gen- 
erally lend more “punch” or impact 
to the type layout is the mixing of 
faces that are extremely contrasty 
in the weight and color of their 
strokes. This technique is actually 
the least dangerous, for you will not 


Santee. * 


COLORAY ™® 





break any stylistic rules as long as 
you mix faces that are opposites in 
weight, color and over-all appear- 
ance. 

Most of these mixtures will be 
combinations of a Roman face with 
a bold sans-serif or square-serif, 
e.g., Bodoni Book with Futura Bold. 
In advertising typography it is this 
principle of contrast which is seen 
most often, and which works effec- 
tively. 


> Much more taste and skill are re- 
quired in mixing faces that are sim- 
ilar in the weight and color of their 
strokes. These conservative and 
stylistically clean mixtures can only 
be achieved if you choose two types 
that belong in the same basic design 
category: Text, Oldstyle Roman, 
Transitional Roman, Modern Ro- 
man, Sans-serif, Square-serif. 
Again it must be stated that these 
groups are not organized on a 
strictly historical basis. A new face, 


Twelve Rules for Mixing Typefaces 


1. The nature and the purpose of 
a job should determine which and 
how many typefaces you can mix. 
2. In mixing types think in terms 
of form and character rather than 
of historical parentage. 

3. The use of only one series of a 
face (with its italic, small caps, 
etc.) always guarantees a harmo- 
nious design. 

4. When one series becomes in- 
sufficient, it is safe to use the bold- 
er and other related versions of the 
same face for display. 


5. It is safer to mix types that con- 
trast violently than to use faces 
which are so closely alike that one 
“looks like a wrong font.” 


6. If you mix—for interest rather 
than emphasis—types that are 
closely related in weight, use faces 
which are dissimilar in character. 


7. Do not try to render a design 
“‘more interesting” by juxtaposing 
too many different typefaces and 
sizes. 

8. Try to avoid mixing more than 
three different typefaces in one 
job. 

9. If possible do not use more 
than three type sizes in the average 
design. 

10. Don’t be afraid of contrast 
where it is needed. Using only one 
typeface in a design may be 
“ideal,” yet it can easily result in 
monotony. 


11. Do not insert too many heavy, 
contrasty elements into a design. 
“*All display is no display!” 


12. Don’t take for granted that all 
faces by the same designer go well 
together. 








LD, 


“ONE or tHE LARGEST sevections 


OF TYPE FACES AVAILABLE ANYWHERE 
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ORDER THROUGH =. 
NEW YORK Murray Hill 2-1723 XK 
PHILADELPHIA WaAlnut 2-271! 
WILMINGTON OLympia 5-6047 
BALTIMORE SAratoga 7-5302 
WASHINGTON EXecutive 3-7444 
RICHMOND Milton 4-2771 
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With its offices and city-wide messenger service in New York, 
Philadelphia, Wilmington, Baltimore, Washington and 
Richmond . . . with its 24-hour detail desk and round-the-clock 
service by mail out of Philadelphia, Progressive Composition 
Company serves the entire East Coast, and beyond. 
For Progressive’s selection of type is so large . 
craftsmanship and quality so outstanding . . . its 
services so varied . . . that orders come from as far as Hawaii! 
When you want repro proofs or offset negatives set by 
Hand, Monotype, Linotype, Ludlow or Photography, call your nearest 
Progressive office, or mail the job to Progressive in Philadelphia. 
And, if you desire, your typography can be dovetailed 
with the electro, Progress plate, plastic plate and mat facilities 
of the other two members of our three-company team — The 
Progress-Hanson-Progressive Group — to give you one-point 
control at all points of the job, right around the clock. 
Booklet AR-58 describes the complete services of 
The Progress-Hanson-Progressive Group. Write for a copy now. 


. its 


PROGRESSIVE cOMPOSITION COMPANY 


Sth & Sansom Streets, Philadeiphia 7, Pa. WA Inut 2-2711 


THE PROGRESS + HANSON + PROGRESSIVE GROUP 
PHILADELPHIA « NEW YORK + WILMINGTON + BALTIMORE + WASHINGTON + RICHMOND 


PROGRESS Pilate Making Company : HANSON Electrotype Company : PROGRESSIVE Composition Company 
923 Filbert Street, Phila. 7 : 9th & Sansom Streets, Phila. 7 : 9th & Sansom Streets, Phila. 7 
WAlnut 2-0447°* WAlinut 2-5567* WAlnut 2-2711* 


*of course, any of the three can be reached by one call 


ONE OF AMERICA’S MOST COMPLETE GRAPHIC ARTS ORGANIZATIONS 
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FOR EVERY P-O-P MOTION ... DEPEND ON 


SYNCH ROD 


“POWER FOR ATTRACTION” 



















SYNCHRON 30 
Super Hi-Torque Timing Motor 


Ideal for short term application operating turn- 
tables, display wheels, rotating signs, etc. Easily 
adapted to any special display motion. 30 inch 
Ounces guaranteed torque at 1 RPM. 


SYNCHRON 20 
Hi-Torque Timing Motor 


For long term operation of turn-tables, display 
wheels, and rotating signs, Easily adapted to 
any special display motion. 20 inch ounces 
guaranteed torque at 1 RPM. 


WRITE NEAREST HANSEN REPRESENTATIVE 
FOR MORE INFORMATION. ee 


HANSEN MANUFACTURING CO., INC. 


& ESTABLISHED 1907 Princeton 11, Indiana 


b Hansen Representatives The Fromm Co., 5150 W. i 
Workhorse of the Industry St., Chicago, Ill; Winslow Electric. 123 E'37th st. Wew Yor. 
N.Y., Electric Motor Engineering, Inc., Los Angeles and Oakland, 
Calif.; H. C. Johnson Agencies, Inc., Rochester, Buffalo, Syracuse, 
Binghamton and Schenectady, New York. 


~ 






type service 





for the 
quality-demanding 
cost conscious 
buyer 


‘Where typesetting is still an art” 


Ss = RVI a S typographers, inc. 


723 S.WELLS ST., CHICAGO 7, ILL. HArrison 7-8560 
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even if it is not a recut or an imita- 
tion of an older type design, may be 
classified in any one of these cate- 
gories. 


> One of the persistent dangers in 
type mixing is the blending of faces 
that are too closely related. A cer- 
tain feeling of incorrectness may be 
aroused, even in the mind of the 
reader untrained in typographic de- 
sign. 

In such cases, the familiar and 
justified criticism will be raised: 
“One of these faces looks like a 
wrong font .. .” The more contrasty 
a mixture of faces is, the more live- 
ly and attention-getting it will be. 


> The typographic attractiveness of 
an advertisement or a printed piece 
is dependent on the sparing and 
skillful use of such “contradictory” 
type elements. Fitting these distinct 
elements into a design and estab- 
lishing an effective relationship be- 
tween them is a tremendously chal- 
lenging — and rewarding — task. ¢¢ 


Company Gives Old 
Trademark New Look 


In line with the trend toward 
cleaner, crisper, more eye-appeal- 
ing product identification, Ray-O- 
Vac Co., Madison, Wis., has re- 
styled the trademark on its entire 
line of lighting type batteries. 
Coupled with the new trademark 
design, the company has restyled 
all lighting battery packaging. 

The original Ray-O-Vac trade- 
mark with red cloud, yellow back- 
ground and blue upswing panel has 
been simplified and given more 
modern lines. However, enough of 
the basic elements of the old de- 
sign were retained so that consumer 
identification of the company’s old 
trademark would not be interrupted. 

Intensive testing and _ research 
preceded the modification of both 
the colors and design of the trade- 
mark and packaging. Yellow is the 
dominant color of the packages 
which include a new retail display 
carton, dealer unit pack and outer 
standard shipper. 44 


RAY:-O-VAC': 


Spruced Up . . Ray-O-Vac’s new trade- 
mark retains basic elements of the old, 
but gains eye-appeal from simpler, 
crisper, more modern design. 





Line of Italian Types 
To Be Introduced Here 


A complete line of Italian type- 
faces is being made available in 
this country for the first time. The 
faces are those of Societa Nebiolo 
of Turin, Italy's leading type 
foundry. They will be distributed 
here by Amsterdam Continental 
Types and Graphic Equipment, 
New York printing type and ma- 
chinery importing firm. 


MICROGRAMMA 
BOLD EXTENDED 


MICROGRAMMA BOLD 


MICROGRAMMA 
EXTENDED 


MICROGRAMMA 
MICROGRAMMA CONDENSED 


First of the Nebiolo faces to be 
offered is Microgramma, an. all- 
capital sans serif type with a uni- 
form weight and over-all squareness 
which relate it to the Copperplate 
family. It will be available in regu- 
lar, extended, condensed, bold and 
bold extended. 

Manufactured on American point 
body, Microgramma is available in 
a full range of sizes including four 
face sizes on 6 point body in the 
regular and extended weights. The 
sizes available in regular and ex- 
tended include 6a, 6b, 6c, 6d, 8, 10, 
12, 16, 20, 24, 28 and 36 point. In con- 
densed, bold and bold extended it 
will be offered in sizes 6b, 6c, 6d, 8, 
10, 12, 16, 20, 24, 28 and 36 point. 

Microgramma is expected to meet 
with widespread popularity here. 
This is partly due to the fact that 
several American’ graphic arts 
specialists, having seen the type in 
Italian publications, have gone so 
far as to have Microgramma fonts 
flown here for their personal use, 
in spite of the trouble and cost in- 
volved in such a _ procedure. 

Samples are available. 


- for more details circle 221, page 97 


Offers Showings of 
Photoprocess Headlines 


The “Headline Idea Book,” a 16- 
page sampling of typefaces from 
the library of The Headliners Inc., 
New York, Chicago and Atlanta, 
suppliers of photoprocess headlines, 
contains specimens of more than 
30 faces set up two to a page in 
attractive display style. In addition 
to the brochure, the company offers 
a comprehensive one-line specimen 
sheet of 106 of its type faces. 

. for more details circle 222, page 97 
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New Selections in Typography... 


for Art Directors, Production Managers, Advertising Managers. 


Which of these type styles have you so often wanted in— 
say, 5 or 9 or 13 point or even the conventional sizes? 


How often do you compromise for a ‘‘second choice’”’ type face? 


Experience for yourself the new creative and production 
dimensions that are yours with Fotosetter composition by 
Warwick. Now, more than 900 Fotosetter type styles and sizes 
are at your command. If you want letter-perfect proofs with 
clean, sharp characters and smudge-proof surface every time 


.. Mark that next job ‘‘Warwick/Fotosetter’’. 


The Service? 


It’s out of this world, too. You are always overnight by Airmail. 


WARWICK TYPOGRAPHERS /;,- 


920 Washington Ave. « St. Louis 1, Mo. 


Phone CEntral 11-9210 * TWX SL48 





astest , 


COPY-FITTER EVER! 


That’s what thousands say 
about the famous 
Haberule Visual Copy-Caster! | 
Artists, ad men, printers, editors, | 
students swear by it. Never | 
obsolete. Money back guarantee. 
At art supply stores or direct. | 
Haberule Visual Copy-Caster | 
with plastic type gauge, $7.50 | 
| 
| 


RAPID 
FILM-LETTERING 


REDUCED OR ENLARGED TO FIT YOUR 
LAYOUT AT NO ADDITIONAL CHARGE 
Negative or Positive—No Minimum 


Prompt mail deliveries 


Write for FREE Spec 


anywhere in U.S.A 
imen Chart AR 


, aA ala 


305 EAST 46 STREET » NEW YORK 17,N.Y 


HABERULE 


BOX AR-245 « WILTON « CONN 
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A Division of The Ullman Company, Inc. FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES-SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
Established 1888 
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An envelope, says the dictionary, 
is “a cover for a letter or the like, 
usually so made that it can be sealed 
or fastened.” 

But that’s not all that an envelope 
is to an advertising man. It not only 
covers a letter, but it permits him to 
send a collection of different and 
supplementing pieces, so they arrive 
together. And for a long time, the 
adman has used the outside of the 
envelope to intrigue the recipient, 
to make sure that he opens that 
particular piece of mail first, or per- 
haps opens it at all. It has served as 
a poster, to reach not only the per- 
son to whom it is addressed, but to 
bring its message to all who handle 
the missive as it goes on its way. 
Now, thanks to a liberalized ruling 
of the Post Office, it can be used 
even more effectively. 


> For many years, the Post Office 


How alert advertisers are taking advantage of 
the Post Office regulation which permits a 


window for other than the address. 


Department has permitted mailers 
to put a window in the face of en- 
velopes. This, however, has had just 
one purpose — to permit an address, 
printed on one of the enclosures, to 
show through as a direction to the 
mailman. This provision was widely 
used, for it permitted many econ- 
omies in sending out quantities of 
mail. 

But the Post Office hedged its 
permission around with restrictions. 
It limited the size of the opening 
and its position on the envelope. It 
prohibited any matter printed on 
the face of the envelope that would 
tend to make it more difficult for 
mail handlers to find and read the 
address. 


> However, in April 1955, the Post 
Office relaxed its regulations. It per- 
mitted an envelope to have a win- 
dow elsewhere than for the address. 


The only major limitation on the 
new window was that it must stay 
away from the right half of the en- 
velope. This must be reserved for 
the stamp, the cancellation, and the 
address. Other than that, the new 
window could be large or small, of 
any shape, on the front or the back, 
or could even turn into two or three 
windows. 

This obviously opened up new 
possibilities for advertisers and di- 
rect mail specialists. Among the 
advantages that these new showcase 
windows offered are these: 


® Curiosity ... By allowing the re- 
cipient to get just a peek at the con- 
tents of the envelope, there was 
created an additional incentive to 
open it. 


® Color . . . The showcase window 
permits the use of an additional 
color, or even a full-color piece, 
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with little additional cost, by utiliz- 
ing an ad reprint, or a colorful 
brochure. 


® Variety ...A series of mailings 
can look entirely different by using 
a different enclosure for each, but 
use of the same envelope helps 
maintain identity and cut down 
costs. 


@ Impact . .. The showcase en- 
velope gets more attention, both 
because of its additional possibilities 
for the use of color, but also, for the 
time being at least, because of its 
novelty. 


> These envelopes, and their variety 
is literally infinite, must be made to 
order. To date, no major envelope 
manufacturer keeps a stock of them 
on hand. This is understandable, 
since for major effect, each is de- 
signed with a particular enclosure in 
mind. The size, shape and position 
of the window is selected to make 
the most effective use of the insert. 

While the address window dies 
are more or less standard from one 
manufacturer to the next, there is 
no such standardization about the 
dies for the showcase windows. 
While each manufacturer has _ his 
own assortment of dies in stock, all 
are able to make dies to order. 

Since these envelopes must start 
from scratch, being cut from flat 
sheets, an average of three weeks 
should be allowed for manufacture. 
This time will vary, both from mak- 
er to maker, and according to the 
work load in the shop at the mo- 
ment, but it is not something that 
can be expected to be furnished 
overnight. 

The size of the minimum order 
that is required will also vary ac- 
cording to the manufacturer’s stand- 
ards, but most sources agree that 
ordering these special envelopes in 
quantities less than 5,000 begins to 
run the unit price up too high. 

Costs, of course, are more diffi- 
cult to pin down, depending on so 
many variables. A rough estimate 
is that adding a peek-a-boo win- 
dow will increase the cost of the 
envelopes by a figure somewhere 
between 10°, and 30°. The more 
complicated the die and the shorter 
the run, the higher the premium. 
And, of course, for finer stock, the 
surcharge, on a_ percentage basis, 
will be less. All manufacturers in- 
sist that window envelopes, if used 
properly, add far more in value 
than the additional cost of the ex- 
tra window. This technique gets 
more .use out of artwork, design 
and printing that has already been 
paid for. 


> While the full possibilities of this 
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A mailing from the Lederle Labora- 
tories Division, American Cyanamid 
Co., Pearl River, N. Y., combines all 
the appeals in one very effective piece. 
The envelope, 8%/4x11!/2", is of a brown 
Kraft paper, much like the stock used 
for filing X-ray negatives. This is ap- 
propriate enough, because through a 
large square window what looks like 
an X-ray can be seen. The insert is 
printed in black on a sheet of trans- 
parent plastic, with copy on that part 
not visible through the window. 

To cap it off, the envelope is 
equipped with a built-in string opener. 
The envelope was supplied by the 
Connelly Organization, Philadelphia. 


new kind of envelope have not 
been explored, enough time has 
gone by to furnish some good ex- 
amples of how advertisers have used 
the peek-a-boo envelope. 


Self-Mailer . . The Catholic Digest 
wanted an easily-mailed, easily-an- 
swered, effective piece offering a 
trial subscription. Originated by T. 
J. McElroy, subscription promotion 
director for the Digest, this com- 


bination mailer and return en- 
velope was produced by the Saw- 
don Co., New York. One of its two 
windows is for the address, while 
the other, a small circle, permits 
the head of Father Paul Bussard, 
the Digest’s publisher, to show 
through. It was delivered from the 
manufacturer printed, folded and 
sealed. All addressing was done 
through the window, and_ the 
printed address thus appeared on 
the flap of the return business re- 
ply envelope, making it unneces- 
sary for the recipient to do more 
than initial the order blank, cor- 
rect his name, if necessary, and 
enclose the dollar bill for pay- 
ment. According to Mr. McElroy, 
this item is pulling better than any 
direct mail piece during his current 
subscription promotion and he at- 
tributes it to his two-window idea. 


Personalized mailing . . Douglas 
Furniture Corp., Chicago, introduces 
new salesmen to their territories 
through use of a window envelope 
which shows the man’s face. The 
portrait had been printed on the en- 
closure, while a slug line under the 
window asked “Have You Seen This 
Man?” With no return address, cu- 
riosity succeeded in getting the en- 
velope opened and the letter read. 
The envelope was obtained from 
American Mail Advertising, Boston. 


Subscription Mailing . . Time 
Inc., for its annual mass offer of 
Life subscriptions, used a_ see- 
through envelope’ produced by 
Boston Envelope Co., Dedham, 
Mass. A rectangular window at the 
left permitted a full-color minia- 
ture cover of Life, attached to the 
inserted folder, to be seen before 
the envelope was opened. For part 
of the mailing, the envelope had 
the standard address window, so 
that the address imprinted on the 
order blank could serve to send 
out the mailing piece. According 
to Vernon B. Fisher, Time _ Inc., 
returns on this mailing had not 
been fully tabulated, but “results 
are so encouraging that a new and 
more complicated double-window 
envelope is being prepared for our 
next promotion.” 


Periodical Mailing . . AR’s sister 
publication, Industrial Marketing, 
started using a Kraft envelope with 
a free-form acetate-covered picture 
window for its regular mailings of 
its issues, starting last August. This 
is believed to be a first in periodical 
mailings. Recognizing that the read- 
ers of IM receive more than the 
typical number of publications-— 
checking copies, sample copies, ex- 
change copies, etc.—the editors de- 
cided to use this technique to make 
the issue stand out in the daily pile 
of executive mail. The envelope is 
from Gaw-O’Hara. 


Package Appearance .. A mail- 
ing to dealers from the Lindsay Co., 
manufacturers of water condition- 
ing equipment, used a peek-a-boo 
window envelope produced by 
Quality Park Envelope Co., St. 
Paul, Minn. The mailing piece was 
a brochure whose cover was an all- 
over photograph of bubbling water. 
The artwork on the outside of the 
envelope picked up the brochure 
title and the bubble motif in har- 
monizing color, while the circular 
window lent an air of realism. In 
this way, the acetate window 
utilized the color of the enclosure 
and gives the enclosure and en- 
velope a packaged appearance 
through the use of related artwork 
on the envelope itself. 





Poster Envelope . . The Iowa So- 
ciety for Crippled Children sent 
out its Easter seal appeal in an 
envelope, from Tension Envelope 
Corp., Kansas City, Mo., which was 


designed around its outside 24- | xD e a s aA | C yaN fe ‘ } 


sheet. On the face of the envelope 

was printed, in perspective, a min- ZED 
iature sign. The area of the posting | 

was cut out, and through it could 

be seen a miniature of the actual 

poster in three colors. Further im- 


pact was obtained by having this | | N T kK R W ()V kK N (’ () V kK R 
printed on the inserted return en- 

velope, which also carried the name_ | 

of the recipient, showing through | RECOMMENDED BY BUSINESSMEN 
the regular address window. Ac- | 

cording to Harold Hymans, the So- 

ciety’s director, the response to this Business leaders want the pres- 
mailing was 25% above that of the tige that goes with advertising 
previous year. While the envelope and printing produced on this 
cannot be given the entire credit | top quality cover paper. Smooth 
for this, the ability to tie the mail- | printing surface —good strength 
ing with the posters was extremely 

effective. 


— brilliant colors — full range 
of sizes and weights make 
Interwoven the first choice for 
prestige advertising pieces. 


Write for free sample book today 


Over-size Envelope .. To pro- 
mote one of its own _ products, 
United States Envelope Co., Spring- 
field, Mass., uses an 834x11%” 


/ 
white envelope with a 334” circu- | ¢ Tl kK | E ¢ hy iy PAPER MANUFACTURING CO. 
lar hole cut on the left side. Printed | on 
on the outer envelope, in black, is | 

a base which turns the die-cut | MILLS AT HOLYOKE, MASSACHUSETTS 

circle into a crystal ball, the head 

and hands of a young lady, and a 

slogan “Just like magic!” The in- 

terior mailing piece, promoting the 

company’s Self-Seal envelopes, is in 

red and black. Its back cover is de- 

signed so that an attractive fairy, 

set against a solid red background, 

shows through the circular window. 


Multiple Window .. One way in 

which more than one window can 

be used is illustrated in an en- 

velope produced for Doehla Greet- 

ing Cards, Nashua, N. H., by Bos- 

ton Envelope Co. This mailing, 

which included a choice of three ches: 
premiums for those who responded, for advertising 
used the technique of attaching or any other 
three gummed stamps, each illus- 

trating one of the premiums. The 
recipient was asked to attach the need the best 
stamp showing his choice to his 

order blank. To dramatize this 
offer, the envelope carried the 
slogan “Which of these free gifts to capture on metal 
do you like best?” in red over a 
bright yellow strip. Three small 

windows were cut in the envelope, of their work. 

just to the left of this slogan. The 

strip of gummed stamps was at- COLLINS, MILLER & HUTCHINGS, INC. 
tached to the covering letter in such 

a way that each window showed ees See aes eee 

one of the premiums. The sales pro- AT WACKER DRIVE 

motion department of Doehla re- 
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Photographic techniques permit this very old printing 
process to extend its range, and to make possible 
full-color reproductions of new fidelity. 


1 Photograph .. . First 
step is to take a photo 
of the artwork, using an 
Ortho Film and a 
Magenta Contact Screen 
A positive on Ortho Film 
is made from this 
negative. 


2 Printing . . . This 
positive is printed on 
Ektagraph Film in a 
contact printer. 


Photography and_ centuries-old 
screen process or silk screen print- 
ing are now providing industry with 
a new graphic arts medium capable 
of solving a broad range of company 
printing problems. Whether con- 
sidered as a printing method to be 
employed by the plant photo or re- 
production department or as a serv- 
ice available from specialized firms, 
photoscreen printing offers a num- 
ber of unique advantages. 

Short runs of multi-color printing 
jobs are economically feasible be- 
cause expensive plates are not em- 
ployed. Used instead are photo- 
graphically-produced silk screens 
which can be made with relative 
ease in most company photographic 
departments. The “printing press” 
may be nothing more than a work 
table and a hinged frame which 
holds the screen and the ink. Ink is 
squeegeed through the screen and 
onto the paper, Masonite, glass, 
metal, corrugated board, plastic, 
fabric, or other material on which 
printing is to be accomplished. The 
range of materials which can be 
handled by photoscreen printing is, 


AR is grateful to Mr. Pierce Koslosky, 
president, Color Reproductions Inc., Union, 
N. J.. for the material and photographs on 
which this article was based. 





There’s no better proof of quality than to 
try ATLANTIC OPAQUE yourself. You'll 
quickly see how this bright white paper 
gives you Clearer, sharper impressions — 


and much less “show-through ”. 


ATLANTIC OPAQUE is dependably uniform 
in thickness and finish . . . surface-sized for 
clean printing whether letterpress, offset 


or gravure. “Show-through” presents less 


the proof’s 
“™ in the 
printing 4 


problems. even in lighter weights. 


Why not prove it yourself? Ask your 
Franchised EASTERN Merchant for a free 


sample packet, regular or vellum finish. 


7 OSE ae, 


EXCELLENCE IN FINE PAPERS 
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Atlantic Papers 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE MANUFACTURERS OAL eh ae he ee a 
MILLS AT BANGOR AND LINCOLN, MAINE * SALES OFFICES: NEW YORK, BOSTON. CHICAGO AND ATLANTA 
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3 Development... 
Standard development 
chemicals are used to 
bring out the image 


4 Washing. . . Warm 
water removes all 
unexposed emulsion 


5 Transfer... The 
negative is placed, 
emulsion down, on a 
clean silk screen, and 
dried with heat. 


6 Stripping ... A 
solvent is then applied 
for about three minutes. 


as can be seen, unusually broad. 

In addition, there are few limita- 
tions on the thickness or shape of 
that which is to be printed. An ex- 
ample of this is the assignment 
handled by Color Reproductions for 
a well-known brewery. This firm 
found itself with 13,000 easel- 
mounted posters which had been 
die cut, trimmed, varnished, slip 
sheeted, and packaged. The display 
featured a well-known and bosomy 
actress plus her endorsement of the 
beer. 

For some still unexplained rea- 
son, she decided after the job was 
completed that, although she ap- 
proved the use of her picture, she 
did not care to have her testimonial 
appear in print. The brewery was 
ready to scrap the displays and 
absorb a considerable loss when 
Color Reproductions came up with 
the idea of opaquing the endorse- 
ment and silk-screening new copy 
over it. 

The first run through the screen 
process press applied opaque ink 
over the copy. The second run 
added the new text. No other print- 
ing method could have accepted the 
easel-mounted copy, done the re- 
make job at so low a cost, or 
matched the colors of the litho- 
graphed poster so exactly. 


>» Because ink is squeegeed through 
the silk screen onto the material to 
be printed, there is tremendous 
choice as to types of inks employed. 
In addition to opaque variety as 
used in the above example, trans- 
parent, fluorescent, watercolor, 
metallic, and other inks may be 
used. 

With opaque inks, a_ separate 
screen is prepared for each color on 
the finished copy. Transparent inks 
permit four-color printing such as 
in letterpress, offset, or lithography. 
The scope of four-color printing via 
screen process has, with the recent 
addition of photographic stencils, 
broadened to a degree not fully 
realized in industry. For example, 
Eastman Kodak researchers have 
for some time now been reproduc- 
ing color photographs by silk screen. 

The Pettit Paint Co., Belleville, 
N. J., recently bought a run of 1,500 
point-of-purchase counter cards 
employing as original copy the en- 
graver’s repro proofs of the four 
color plates used in a magazine ad- 
vertisement. Proofs were enlarged 
214 times and made into photo- 
graphic stencils. When run through 
an automatic screen process press, 
the end product was an 1814x2614” 
card that was an exact replica of the 
original 7x10” four-color magazine 
ad. 


Size of finished copy offers few 





7 Final Step . . . Film 
backing is now removed, 
leaving the emulsion part 

of the silk screen, which 

is ready for printing. 


6 End Product . . . This 
counter card is an exact 
replica of the original 
ad, and was made with 
the engravers four-color 
proofs. 


if any problems for the photo- 
screen process. A job produced 
back in 1947 was a two-color poster 
for Eatmor Cranberries printed on 
rolls of paper 10,000 yards long. 
Posters, it might be explained, were 
cut to 25’ and 50’ lengths. 


> The jobs described above are 
hardly in keeping with the far too 
prevalent notion that screen process 
is limited to grocery store window 
streamers announcing the latest 
price on fruits and vegetables or, at 
the other extreme, fine art creations 
called serigraphs. The key factors 
accounting for the major changes in 
screen process have been photog- 
raphy plus automation. The latter is 
a logical consequence of the broad- 
ened area of applications made pos- 
sible by the camera. 

Photography’s role is the essential 
one of producing the screen which 
is the basis for the process. Until 
recently, screens were cut by hand 
with razors or stylus to delineate 
copy to be printed. Carbon tissues 
which utilize photography are a 
more recent development. 

However they require expensive 
equipment, are difficult to use, and 
the effects of humidity can cause 
havoc to color register. Kodak Ek- 


tagraph Film, a material designed 
solely for the production of photo- 
graphic stencil, has cut hand labor 
to a bare minimum and made pos- 
sible production of halftones and 
intricate patterns previously 
sidered impossible. 


con- 


> Simply stated, screen process uti- 
lizes a piece of silk mesh held tautly 
in a hinged frame. The image to be 
printed is created by blocking the 
screen so that only specified areas 
permit the passage of ink into the 
material to be printed. The frame 
carrying the screen and ink is 
brought through the screen and 
onto the material to be printed. 

Drying the printed copy in prepa- 
ration for the next color or for 
shipping the finished work was until 
recently a serious limiting factor. 
Wheeled racks were the chief dry- 
ing means used. Work slid into rack 
sections required from 20 minutes 
to 24 hours before it could be han- 
dled again. A new method takes 
the work from hand screen tables, 
after inspection, and places it onto 
a conveyor belt. It is then carried 
through a ventilating station where 
fumes are drawn off and then into 
an infrared oven section for final 
drying. 


. continued on page 80 
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In the Phillipines...the middle East... 
South America... United States and Can- 
ada (home of NAZ-DAR CANADA, 
Limited )...production, sales, and advertis- 
ing executives have indicated such a strong 
preference for NAZ-DAR Fast-Dry Screen 
Process inks that virtually every screen 
process printing establishment uses a 
variety of these quality silk screen colors. 


For matching original colors on reruns 
scheduled months later... for fast-drying 
which enables “rush-rush” jobs to be 
delivered on time...and for attractive, 
eye-catching colors... nothing compares 
with NAZ-DAR. 


If you aren’t already doing it, we suggest 
specifying either NAZ-DAR 5500 Series 
Fast-Dry Flat Finish Ink or 7500 Series 
Fast-Dry Gloss Ink on your next purchase 
order requiring silk screen printing. 


You'll be pleasantly surprised at the extra 
eye-appeal and clarity of the finished job. 
FREE COLOR CARDS: Write for two 5500 
and 7500 color cards. Give one of each 
to your local silk screen printer and keep 


the others at your desk for handy color 
reference. 


Consult your silk screen printer 


for helpful suggestions 
& 


the NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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INTRODUCING A UNIQUE 25% COTTON SHEET 


Fae or Leid ioe bevidlfull oplare- 


A crisp, crackly sheet... beautiful new colors ...a dis- 


tinctively different watermark — the Fox River Laid line FOX RIVER PAPER CORP. 


ss ; ; Box 678 
gives you a completely fresh approach to more attractive Appleton, Wisconsin, 
letterheads, envelopes, direct mail and other printed pieces. Please send me FREE, 


The kit contains samples of lithographed, letter-press, en- THE POWER OF COLOR kit. 
graved, thermographed, de-bossed and die-cut letterheads 


and envelopes. Get a kit . . . see for yourself how the paper NAME 


can add a second, third or fourth color to a letterhead or 


; : ; : os COMPANY 
printed piece — without the cost of an additional press 


run. Ask your printer, Fox River Merchant or use the cou- 


pon to get your free copy of THE POWER OF COLOR kit. 


APPLETON, WISCONSIN 





> A refinement of the hand printing 
process is the semi-automatic press. 
This unit automatically inks hand- 
fed sheets which are then placed on 
the conveyor belt which carries 
work through the drying area. Full 
mechanization, a phenomenon still 
less than a year old, is represented 
by a completely automatic screen 
process press with the startlingly 
impressive production capacity of 
1,500 38x52” sheets per hour. 

Linked to the press is an Elles 
Feeder. Work is carried through the 
press and into the Thermo Jet dryer 
unit. The last mentioned is a revo- 
lutionary drying means suggested 
by research at Eastman Kodak Co.’s 
Department of Manufacturing Ex- 
periments. 


> The new, high-speed drying proc- 
ess is of interest since the basic 
principles it embodies have applica- 
tions in a number of other fields 
including conventional photo proc- 
essing. Air introduced into the sys- 
tem by blowers is heated and then 
forced under pressure through a 
metal screen and onto the work. 
The jets of solvent-free air scrub 
away fumes and at the same time 
increase the evaporation rate of the 
ink by the application of heat. 


Photoscreen printing may be a 
hand operation as in many indus- 
trial firms where it produces not 
only signs and posters for internal 
plant use but also a variety of other 
graphic arts materials. Or it may be 
a fully automatic operation as at 
Color Reproductions and _ other 
modern plants. In all events, the 
screen remains the basis for the 
process. And, it’s here that photog- 
raphy plays its traditional problem- 
solving role. 

The photographic process might 
best be detailed in terms of a spe- 
cific job, a two-color car card for 
Bell Telephone of New Jersey. The 
original artwork was positioned on 
the vacuum copy board of a 24” 
Robertson camera. Because the art- 
work was toned copy, the vacuum 
back of the camera was loaded with 
Kodalith Ortho Film, Type 2, over 
which was placed a Kodak Magenta 
Contact Screen ruled to yield a 
halftone negative with 65 lines per 
inch halftone pattern. For line copy, 
the Magenta Contact Screen is, of 
course, not used. 

The negative thus created was 
printed same size on Kodalith Film 
to yield the positive employed in 
the next series of steps leading to 
the photographic silk screen. 


Pick a Bonus Combination ... 


Here’s a package deal that’s fit to be tied and wrapped for economy. 


Combine your insertions in any two 


or three—of these publications. 


e Advertising Requirements 


® Industrial Marketing 


© Advertising Age 


issued by Advertising Publications, Inc. 


By combining your total number of insertions 


you earn the best frequency discount for each. 
and the minimum rate-holder regulations apply 


for maximum economy. 


Advertising Requirements 200¢. winois st., chicago 11 
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The Ortho positive and a sheet of 
Ektagraph Film were positioned in 
a 30x40” vacuum frame printer and 
exposed for approximately 30 sec- 
onds to an RF-2 photoflood lamp. 
Kodak Ektagraph Film, designed 
solely for screen process work, can 
be handled in normal room lighting 
for as long as 30 minutes, hence the 
long exposure time. 

The exposed Ektagraph Film was 
placed in a solution which activated 
the developer embodied in the film 
during manufacture. After the stop 
bath and rinse, the developed film 
was placed, emulsion side out, on a 
plate of glass. The warm water 
spray washed off the unexposed 
emulsion. The end product was a 
finished stencil on a film backing. 


>’ The obvious next step, that of 
transferring the stencil from the 
film to the silk screen, was accom- 
plished by setting the wet Ektagraph 
Film, emulsion side up, under the 
silk screen, blotting and then dry- 
ing it, and applying a stripping 
solvent which permitted removal of 
the base film. The result was a 
durable photographic silk screen 
ready for printing and a graphic 
arts medium available to industry 
with unlimited and, to a large meas- 
ure, unexplored possibilities. 44 


Electronic Brain Helps 
Glue Gummed Papers 


A paper company in Brookfield, 
Mass., is applying the glue film to 
its gummed papers with the aid of 
an electronic brain. 

The Fine Papers Division of Lud- 
low Papers Inc., has completed an 
AccuRay beta’ gage installation 
which is said to insure automatic 
glue film control to all gumming 
operations. 

AccuRay, a product of Industrial 
Nucleonics, includes two beta ray 
gages which are installed at either 
end of the gumming machine. The 
gage at the unwind end of the gum- 
ming equipment measures the den- 
sity of the ungummed stock as it 
comes off the roller. The gage at the 
wind-up end scans the gummed 
paper for uniformity of gumming. 
The two gages coordinate their 
findings and, when an error in ap- 
plication is spotted, AccuRay 
sounds off and automatically cor- 
rects it. 

In addition to its automatic gum- 
ming control, AccuRay charts its 
functioning on a visual record 
which can be examined at any time 
during the operation. Technicians 
go over the charts each day to de- 
termine trouble factors and correct 
them. 44 





“RIGGERS 


GET NO APPLAUSE” 





If you ever “‘helped” unload a circus at 7 a.m., you may 
have seen the Riggers at work setting up the Big Show. 
Their job is done long before the audience arrives, yet 
they add a skill and ‘*“‘know-how”’ that is as important 
as the star performer. 


In much the same way, the Peninsular Paper Company, 
and Peninsular Merchants stand ready to play a part 
in your production planning. Fine stock lines like this 
new Snoweave, or special designed cover stock which 
Peninsular can produce in economical, small quantities 
can often help you achieve the perfect wedding of message, 
art and printed appearance. 


Like the Rigger, we don’t expect applause . . . we get our 
satisfaction from the perfection of your finished piece. 
Invite your Peninsular Paper Merchant to your next 
pre-production planning session, and see. 


PENINSULAR 


Cover stock specialists now in our 90th year 


message is printed on a new Peninsular stock . .. 
WEAVE. Notice the brilliant white color, and fine ° 


finish. Snoweave is a distinctive stock with out- TUSCAN COVER e ECONOMY COVER e ORKID COVER 
ding ability to reproduce halftones and heavy ink 


‘ @ DUPLEX COVER e@ BERMUDA DUPLEX @ ZAMORA 
rage on letterpress or offset. Available in text and Stock { med | COVER@PAB COVER@ TWIN TONE COVER @ WOLVERINE 


r weights. COVER eANGELO TEXT eSNOWEAVE COVER AND TEXT 


PENINSULAR PAPER COMPANY « YPSILANTI, MICHIGAN 
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Variations with Taste Each of the 


windows set up in the radio station 
lobby features a single client, and is as 
seasonal as possible. Full descriptions of 
each display are in the text 


roduct Display 


is an ART 


You can be routine about displaying other 


people’s products, or like KABC, Hollywood, 


you can use imagination and taste. 


By David Nowinson 
Promotion Mgr., KABC-Radio 
Hollywood 


When an advertising medium of- 
fers free display space to clients, it 
is usually accepted with alacrity. 
But few clients have knowledgeable 
display people on their payrolls. 
Far too often someone connected 
with the firm is handed a small 
poster, ad card or magazine ad 
proof plus a few products and is 
then instructed to slap the product 
into the display somehow. The re- 
sult is generally an inferior show- 
ing that reflects on both product 
and medium giving it display space. 

Acting on the theory that ex- 
posure isn’t enough, that a good 
impression benefits the advertiser 
and a bad one harms him, we set up 
quality standards for the big dis- 
play windows in the lobby of the 
KABC-Radio building in Holly- 
wood. Since we do 95° of these 
displays for our advertisers, with- 
out charge, it was not difficult to 
convince others among the remain- 
ing five percent to add extra effort 
to their displays or to let us do 
them. 
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> Traffic for radio business and 
broadcasts passes through the lobby, 
and audiences for shows at our tel- 
evision studios three miles away 
are picked up by bus here, so ex- 
posure for these displays is con- 
siderable. 

Frances Rice, who creates the 
displays, has a firm conviction that 
they should do more than merely 
show the product, that product 
stacks belong in markets or stores. 
But a memorable thematic display 
will reinforce the radio advertising 
message and enhance the image 
customers take to the point-of-pur- 
chase. 


> When our merchandising depart- 
ment informs us that a specific ac- 
count has been promised a display, 
Miss Rice and I discuss the product 
or service, inspect whatever product 
and ad materials have been sent 
over for the showing. I may con- 
tribute a copy line which suggests 
a thematic scheme. Or she may 
have the theme first and need a line 
that will tie it together word-wise. 
Then she goes to work and the re- 
sult may employ anything from pa- 
pier-mache figures to fine linens, 
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and 
Banners 


Sell with 
banners— 
they belong 
in your 
budget 


INDOOR + OUTDOOR 
SCREEN PROCESSED « SEWED 
ONE OR THOUSANDS 


Write or call for ideas, 


free sketches and — 
{ 
Paramount Flag Co. 


33 FREMONT ST. e SAN FRANCISCO | 
TELEPHONE YUKON 6-3686 


FAITHFUL 
TRADEMARK 
REPRODUCTION 
IN ILLUMINATED 
PLASTIC 


SIGNS 


signs of 
success 


Knoxville,Tennessee 
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smart candlesticks and unique 
jeweler’s clocks. 
e Thus Pond’s Angel Kiss Lip- 


stick suggested a tableau of angels 
along with the product in careful 
disarray and the caption “Kissing 
is Heavenly with Pond’s Angel Kiss 
Lipstick.” Color scheme—varied 
pinks. 





e Chicken of the Sea Tuna pre- 
sented an ocean scene featuring an 
exact replica of the mermaid on the 
product label waving a magic wand 
over a fisherman’s net that had cap- 
tured many cans of the product in- 
terlaced with a pearl necklace. The 
caption “Gem of the ocean 

Chicken of the Sea.” Colors were 
green, yellow, blue and silver. 


e Swiss Knight Cheese elicited a 
romantic night scene dominated by 
a blowup of the knight on the pack- 
age. Caption: “A Knight to remem- 
ber.” Colors were dark blue, red, 
white and silver. 


e When the White King D Deter- 
gent people requested a Valentine’s 
Day motif for their display just be- 
fore that holiday, it was carried out 
with a queen of hearts doll, cupids, 
hearts, a happy couple embracing, 
and the line: “Everybody loves 
White King.” Red and white props 
were featured on a white back- 
ground. 


e Alemite, sponsoring a series of 
newscasts on the station, was shown 
with an elaborate jeweler’s clock 
under the caption: “KABC—News 
Around the Clock,” an arrow lead- 
ing from one of the clock hands to 
the line “Alemite—Goods News for 
Your Car,” and the client’s three 
products simply shown on a small 
golden pedestal. Black and gold 


were used against a red_ back- 
ground. 
@ For Cat’s Paw heels and soles 


appearing just before Hallowe’en, 
we employed that holiday motif 
with black cat and pumpkin and the 
lines: “Now .. . for that Durable 
Feline! ... For every walk of life 

. . Cat’s Paw ... They’re some 
pumpkins!” Colors—orange, yellow 


and black. 


e For C. C. Parsons’ sudsy ammo- 
nia, the product was featured in a 
central spot as the “Clean-Up 
Queen,” with a special crown, and 
various uses were suggested by a 
series of arrows captioned “Sudsy 
was here” which led to miniatures 
of items the product cleans. Colors 
—black background, white lettering, 
multi-colored design. 


>» As the accompanying photographs 
indicate, the displays are a show- 


manlike combination of creative ad- 
vertising and art. Reaction of cli- 
ents, advertising agencies and au- 
diences has been highly enthusias- 
tic. 44 


Do-It-Yourself Sign 
Offers Changeability 


Three-dimensional display signs 
that can be changed in a matter of 
minutes are available from Pryor 
Marking Products, Chicago. 

The units are _ trademarked 
“Movitex” and consist of perforated, 
rigid plastic backgrounds and type 
characters in pliable plastic. 

The backgrounds are available in 
black, white, bue, gray or crystal 
clear, and range from 60c for a 
6x6” sheet to $21 for a 24x54” 
sheet. 

Movitex letters can be ordered in 
sets of 100 characters at $3.75 to 
$5.75, or in individual sorts. Sizes 
range from %” to 14” and plastic 
easels are available in black or 
crystal clear. 

Additional details are available. 
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New Two-Sided Tape 
Aids Display Mounting 


A heavy-duty tape, that enables 
wall-mounting of signs or displays 
without the use of additional tools, 
has been developed by Kleen-Stik 
Products Inc., Chicago. 

Called “Dubl-Stik,” the tape fea- 
tures pressure-sensitive adhesive on 
both sides of the tape which en- 
ables it to stick to both the display 
and the wall for easy mounting. 

It is available in stock widths 
ranging from %” to 2”, with a 1%” 
ungummed margin on each side. 

Samples and prices are available. 
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Magikist Teaser Signs 
Use Smooch, Not Speech 


To strengthen consumer identifi- 
cation of its “Kiss of Beauty” trade- 
mark, the Magikist Rug Cleaners 
have kicked-off a speechless series 
of teaser signs in the Chicago area. 

First in the campaign was a giant, 
ruby-red, kissprint that measured 
30’ wide. Not only was the sign 
singularly free of ad copy, but it 
also was shown first without either 
a logo or company name. 

The teaser sign campaign is part 
of Magikist’s over-all consumer 
trademark identity program and 
ties in with other visual ad media. 

The “big smooch” sign was manu- 
factured by Federal Sign and Signal 
Corp., Chicago. 44 





Versatile Display Unit . . . This is just one of the ways in which 
the display unit can be assembled. The shelves come in bright 


colors, with sales slogans screened on the edges. 
needed to assemble the unit. 


Designing a Versatile Store Display Unit 


Using just three different components, V-M Inc. has sup- 
plied its dealers with a flexible display unit which can be 
easily shipped and easily varied. 


Most displays supplied to dealers 
by manufacturers are built with the 
need of the manufacturers coming 
before the need of the retailers. Not 
so with the new modular display 
kit that has recently been made 
available by V-M Corp., St. Joseph, 
Mich., manufacturer of phonographs 
and record changers. 

The project started when Gene 
Miller, V-M’s advertising and sales 
promotion manager, called in Joe 
Mayer, Mayer, Klann and Lina- 
berry, V-M’s agency, and Bob 
Rivenburgh, sales manager of Berg- 
er-Rivenburgh, Chicago designer 
of point-of-purchase materials. At 
this meeting it was decided that the 
dealers’ needs could only be fully 
revealed by the dealer himself. As 
a result of interviews with a num- 


ber of retailers handling V-M mer- 
chandise, the following criteria were 
established for the proposed piece: 


e Permanent yet re-arrangeable; 


@ Can be used in any part of the 
store, regardless of its fixture 
style; 


Reflects quality and prestige; 


Affords maximum product dis- 
play; 


Assembles easily; 


Can be used in normal operation 
as well as in special promotions; 


Is attractive in line and color; 


Cost-engineered to client’s special 
package deals. 


> Working from these criteria, Berg- 
er-Rivenburgh came up with a 
versatile display which consisted of 
only two basic elements: A shelf and 


rr 


i 
* 


Component Parts Shelves, legs and 
wingbolts fit together according to the 


needs of the individual store 
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QUALITY 
PRINTS 


QUANTITY! 


as 


low 


as 


Yes, if you have a product or per- 
sonality to promote — you'll want 
WALTZ 8 x 10 glossy prints for 
sell’ and reproductive qualities. 
(Ad-type folding stock available, 
too.) Our prompt service, expert 
workmanship at this low rate has 
built our business. May we help 
build yours, too? Commercial dis- 
count allowed. Write for complete 
price list. 


WALTZ 


438 SIXTH ST. N.W. 
CANTON - OHIO 





highest rating 
aL 
Alig tare] 


Crescent tv boards get the 
nod from directors for their 
stand-out qualities. Order 
Crescent tv board in two 
shades of grey; or Crescent 
bristol, two-sided in two 
shades of grey. 

write for free samples today, 
10%... 


Rent 


QUALITY 
CARDBOARD 


CHICAGO CARDBOARD CO 


1240 N. Homan Ave., Chicago 51, Ill. 
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Revised Arrangement . 


. Another way 
of putting together this versatile unit to 
fit store requirements. 


a leg. These elements are held to- 
gether with wingbolts, so that no 
tools are needed to erect the dis- 
play. 

The shelves are of metal, and 
come in red, blue and yellow. Sim- 
ple slogans are silk-screened along 
the edges of the shelves. 

The legs are bored with four 
holes, two fairly low, while the 
other two are near the top. 


> This permits an almost unlimited 
variety of arrangement. The shelves 
may be linked with other shelves to 
stand as an island, to wrap around 
a column, to fill a corner, to dress 
a window, to divide sales areas from 
service areas, to form a step-back. 
Since rearranging the shelves is 
simply a matter of loosening some 
bolts, the dealer finds it simple to 
make a new arrangement to suit his 
changing needs for display space. 44 


Magnetic Sign Letters 
Developed by Ferrocraft 


Three-dimensional sign letters 
that feature magnetized mounting, 
have been developed by Ferrocraft, 
Inc. Morganfield, Ky. 

Made of vacuum-formed plas- 
tic, in two and five-inch characters, 
these “Jiff-E-Sign” letters have 
strong magnets affixed to the cav- 
ity in back of each letter, that keep 
the letters in place. 

They are available in New Roman 
and New Modern alphabets and the 
original white plastic color may be 
painted with water-soluble poster 
paints. Both alphabets are also 
available in a high-gloss brass fin- 
ish. 

Details are available from Ferro- 
craft Inc., Morganfield, Ky. 44 


Letters and Backgrounds 
illustrated by Bevelite 


Details on plastic letters and 
Plexiglas backgrounds, filed in an 





jes0j;e416 


EIGHTEEN STYLES 
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Send for tree samples and catalog 


TYPOGRAPHERS 


to ae 


SOUTHWEST 


r 
| | 
| | 
| | 
| | 
| | 
| | 
| Skilled composition \ 
| Prompt out-of-town delivery | 
| | 
| | 
| | 
{ | 
| | 
| | 
| | 


JOHN A. 





MATS * STEREOTYPES * PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 








Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 





Est. 1888 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 





CAMERAS — ART AIDS $485 & UP 


PRINTING 


$ SAVERS 





SILK SCREEN 
Deoler Inquiries invited 
LACEY-LUCI PRODUCTS CO 


31 Central Avenue 
Newark 2, N. J. 


WRITE FOR CATALOG AR 








Personalities Plus . . . Whimsical sales- 
boosters from Schenley Distillers Co. fea- 
ture name brand bottles transformed 
into personality kids through the use of 
paper heads, hats, and arms. Decorated 
bottles are part of Schenley Industries 
Inc. summer straw promotion utilizing 
native Mexican handicrafts. 
indexed, loose-leaf notebook for 
quick reference, are available from 
the Bevelite Corp., Los Angeles. 
The well-planned booklet pro- 
vides complete structural informa- 
tion, installation techniques, price 
lists and ordering aids for reader’s 
interested in the sign materials, plus 
a series of sign illustrations showing 
the wide variety of designs avail- 
able in both the letters and back- 
grounds. 
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Low-Cost Transparencies 
Developed for Displays 


A full-color folder demonstrating 
a low-cost transparency service for 
illuminated displays is available 
from Microfilms Inc., Ann Arbor, 
Mich. 

Printed by four-color process di- 
rectly on special, translucent plastic, 
the “Lithocolor Translites” offer 
perfect register, illuminated displays 
at a new low in cost. 

An actual sample of one of the 
Translites is featured in the folder 
plus details on delivery. 
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...from store window to 


STORZ Picture Window! 


--e THEY DID IT WITH A 


MEYERCORD 
DECAL VALANCE 


* Here is a totally new idea in a Decal Window Valance . . . 
produced for the Storz Brewing Company by Meyercord. In 
the words of a Storz executive, “this mew decal valance has 
become the talk of the industry in this area!” And little won- 
der! The design is actually a beautiful snowscape pictorial 

. completely integrated so that the window becomes, in 
effect, a “picture window” to focus the attention of the passer- 
by upon the Storz glass which rests gently in the frosty snow— 
and the Storz trade-mark above. This new valance is produced 
in convenient units that adapt to any size or shape store win- 
dow. This unusual valance is the result of close cooperation 
between the company executive staff, the Storz art studio and 
Meyercord art and production craftsmen. 


Write for complete information and descriptive full color bro- 
chure showing how a permanent, weather resistant Meyercord 
Decal Valance program will present your sales message on 
any dealer window, large or small. No obligation of course. 
Please write on your company letterhead. 


Dept. R-207 
5323 West Lake Street 
Chicago 44, Illinois 


THE MEYERCORD CO. 
Unldli Lrgest Decaleomania Mamufaclinens 


ex 


It was the only board we had vacant. 
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Three Stage Poster... 
af | Manikins Add Interest 
| To Standard Design 










































Using a giant outdoor poster to 
celebrate the achievement of one 
billion dollars in life insurance 
sales, Pan-American Co. developed 
top public interest through a clever 
series of “teasers”. 

Since the sign was not going to 
be very unusual upon completion, 
Pan-American fell back on _ the 
public interest always shown during 
the painting of a poster. 


Vasu 
HOLLYWOOD 


Lage Display 
DRAPES 


Perfect for 


EXHIBITS * CONVENTIONS * FAIRS 
* STORE BACKDROPS & VALANCES 
* SALES MEETINGS * SHOWROOMS 
* WINDOW DISPLAYS * TABLE 
DISPLAY COVERS * DISPLAY ROOM 
CURTAINS * TV BACKDROPS * 
CHAIR SLIP COVERS 


> As the painting progressed, six- 
foot dummies were rigged in vari- 
ous positions on the painting stage. 
and left there to intrigue viewers. 


Here is the magnificent, 
memorable, modern way to 
achieve name display. Holly- 
wood Logo Display Drapes use 
your name or trademark to 
provide a complete, flexible, 
colorful background that is 
easy to ship, shape, hang and 
drape. Flameproof and dry 
cleanable. 


Your First Low Cost Is Your Only 
Expenditure. Saves Big Money Be- 
cause You Do It Yourself! 


Heels in Air . . . Dummy, hanging up- 
side down while dotting the ‘i’, provoked 
calls from worried passersby. 


Send for FREE sketch of your trade- 
mark or trade name in fabric de- 
sign. Also free colorful idea booklet 
on logo drape display. 


Another stunt in the series 
when a dummy was left hanging 
upside down as he dotted an “I” 
resulted in the New Orleans Police 


HOLLYWOOD BANNERS Logo Drape Dept. Department receiving hundreds of 


calls from worried citizens. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners ee a i lin 
116 East 32nd Street ° New York 16, N. Y . TELEPHONE: OR 9-4790 that Mr. and Mrs. Public in down- 
x 





ah ie 
a 


eA 


LOW COST 
Sales manuals HIGH QUALITY fl F ; | 


Ad inserts 
sacoee f " Dealer promotion 
. Catalog sheets 
Catalog covers 
A ' S Post cards LETTERPRESS PRINTING 
Self mailers f 
: Greeting cards Sparkling GEM Color — ~~ 


FIR E E illustrated brochure has Magazine covers TOP QUALITY letterpress printing at LOW cosf 
hundreds of original ideas for Write for FREEP —_ for runs of 100 to 10,000. Reproduced from transe 


rensenebly sane ane ee ee aaias Poster previews parency or art work. All jobs color proofed, 
‘estimonials, poner sella, me- cup ideas*ask fcr Sales previews Delivery in 2-3 weeks. Free samples. 
morials, markers Brochure B. _ 


T OR Shoulder Support . . . Another call-pro 
INTERNATIONAL BRONZE TABLET CO., ae fare Ci (| ary Ris voking position was when one dummy 


Dept. A-57, 150 West 22 St., New York 11 AA SLA Aean was seated on shoulders of other, 
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Pan-American Life 
Insurance Company 
now flas 


vO LL Z ;. 
7 LIFE INSURANCE IN FORCE 


S—Sar"—. SES. 


Greeting Admiring Public . . . When the 
poster was finished, the dummies were 
perched on top with a cheery wave. 


When the “Signs’’ are right.. 
town New Orleans responded with YO U G = T ~ E Ss U LT Ss ! 
scores of calls to the company after 


seeing what they thought was one Sales thrive, too, when well-designed, quality made signs 
painter seated on another’s shoul- by Texlite are a vital part of your selling program. Texlite 
ders in order to paint a letter. signs compel attention .. create confidence. .“work” around 
The poster was finished on the the clock .. reach more people at lower cost than any other 

day of the celebration, and Pan- medium. 
American moved the lifelike 
“painters” to the top of the board 
to greet the crowds that had gath- 
ered daily to see their latest antics. 
44 


From 10 signs to 10,000, Texlite can produce signs that sell 
in porcelain enamel or plastic and combinations of the two 
materials. Put Texlite’s long experience in sign design and 
fabrication know-how to work in your merchandising 
plans. Four hundred sign craftsmen and 160,000 sq. ft. 


of modern sign plant and equipment to fill your every sign 
and letter need. 


Decals Instead of Paint 


2 . See How Others Have Used Signs by TEXLITE to Gain 
Shown in Sign Booklet Sales Objectives .. This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most sales-minded companies. 


Request your free copy on company letterhead. 


The possibilities of decals, instead 
of paint, for signs of many types are 
aired in a business booklet “How to 
Show Off” from Superior Decals 
Inc., Fort Worth. 

In addition to showing many dif- Builders of 
ferent types of decals varying from Quality Signs 
postage-stamp to large truck sizes, Since 1879 
the booklet also presents actual case 
histories pointing out the savings to 
be gained by using decals as signs 3307 Manor Way Dallas, Texas 
on company vehicles and equip- 
ment. 

Copies are available. 
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_ “Palette Patter keeps C >), 
mp acer mei you posted on the latest Me Gee STIVERS STUDIO HANDBOOKS 
1 I and best in artist materials Yo? 
: . and equipment. Get your Ls 
Always Happy Hucksters copy. Write to aly 
° : Dept. AR-14 New 1000 proof Stivers Handbook #10 now 
Available on Lease Plan a ° ready for Licensees. Either $2 fee-per-use of 
* $9.95 mon ubscription. Only art service 
3 ‘ o recognized agen ies and National 
Pow ‘ve ever ex > ‘ mS mY ott iss te \ Advertisers ee Folder 
If you've ever dreamed of a booth |B foe hy seieiiee abies 
attendant who remained _ smiling Sot TAL ease x 3684 « SAN FRANCISCO 19. CALIFORNIA 
throughout the entire show and 
who never got tired or came down 
with a hangover in the mornings, 
your day has come. 
Offering him on either a lease or ' aca 
purchase plan, the R. J. Mealey Post Card {= | 
eA\ 
Corp., presents the “Happy Huck- 
ster,’ a four-foot “talking” manikin. 
He can be dressed in a variety of A 
TLL TELL YOU A 
costumes, and can convey any mes- SECRET IF YOU 
ee Z DIP ME IN WATER 
sage from an eight-minute tape of 00 ws Aaa wan CAD = ter 





Offices in Principal Cities 


Ready to use Attention-Getter Cartoons! 


| 
! 


Conn. | 


AMIN’ BLANKS 


*Tackers ®Real Estate ° Traffic Control 
*Circles ¢ License Plate ¢ Steel © Aluminum 
©32 Ga.to 14 Ga. @ All Sizes, Shapes, Colors 


Free Sample 
M,. E. MOSS & CO. 
119-E Ann St. 


Hartford 3, 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO 





| 
t 
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a company’s commercials to a mu- 
sical rendition of “White Christ- 
mas,” while turning his head from 
side to side. 

The recording tape, concealed 
within the Happy Huckster’s per- 
son, can be adjusted automatically 
to operate every 30, 60, or 90 sec- 
onds, or it may be controlled manu- 
ally. It may also be operated by a 
photoelectric beam which, when 
broken by the booth visitor, starts 
the record. Another message-meth- 
od is that of the floor mat, which 
activates the apparatus when a vis- 
itor steps up to the booth 

Details on the Happy 
lease or 


able. 


Huckster 
purchase plan are avail- 
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Stout outdoor baked enamel metal The Stout Sign Company is now 


signs represent the lowest cost and 
the most effective means of ad- 


vertising a product or service and 


serving many of the nation’s lead- 
ing advertisers. Your sign program 


can be placed in our hands with 


identifying a dealer. 


“ 


complete confidence. 







-_ \ 
al \ 
= «€\ 


4 


STOUT SIGN 


6425 West Florissant Ave St Louwrs 20 Mo 





= WRITE 
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Les Girls . 


New display for Jantzen 
| Curvallure 


features five 3-D_ figurines 
modeling various styles. 


HANKSCRAFT 
DISPLAY MOTORS 
help sell for 
MAYTAG! 


Five Girls in a Bra 
Featured by Jantzen 


Using a quite logical tie-in of 
girls and_ brassieres, the 
Jantzen display 


newest 
features five 3-D 
dolls curvaceously modeling various 
Jantzen form-flatterers while posed 
in a Curvallure brassiere. 

Materials used in the display in- 
cludes vacuum-formed plastic, in- 
jection-molded plastic, wood, and 
brass rods. Design and production 
were handled by Kirby-Cogeshall- 
Steinau Co., Milwaukee. 44 


AYE! all eyes are captured 
by this canny Scot 


A low-cost Hankscraft motor 
attracts attention by making 
the Scotchman’s eyes roll back 
and forth in this successful 
Maytag display Like the Scots, 
the Hankscraft display motors 
are thrifty, too. They run for Setenel eal euiaaal tos 

months on ordinary flashlight Dun-Lap Mfg. Co., Newton, lowa aa 
batteries. Do You Have a Display Problem? 
Want to know how to animate your displays? Let 
Hankscraft engineer the animation for you! Send 
f us a cutout dummy and rough sketch. We’ll equip 
) it with the most efficient motor for your use (either 
AC or battery-operated). 


LN a 













Let Hankscraft Engineer the Animation! 
Write for our free manual today —it describes 
all the basic Hankscraft models, their special 
applications, plus information on free engineer- 
ing service. 


THE HANKSCRAFT CO., Dept. AR-1, Reedsburg, Wis. 
Sales offices in these principal cities: 

CHICAGO e¢ PHILADELPHIA e MINNEAPOLIS e NEW YORK 

DALLAS * TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Co.) 
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Invitation on Wheels. . 


Planning 


Vour Next 
mea Open House 


amation 


met SSMTANT 
FRESH MILK 
ict CREAM 


(mele OPEN HOUSE 


<> 


Sy A 7) \ 


. This replica of Carnation’s first truck 


was used to attract attention to the open house 


An open house is one of 
the most popular forms of 
building goodwill. Here’s 
the details of the way the 
Carnation Co. opened a 
new Seattle plant. 


The opening of a new plant is al- 
ways a_ legitimately newsworthy 
event that can be effectively used as 
a springboard to point up a com- 
pany’s important contributions to 
the area it serves, and the excel- 
lence of its products. 

Proceeding on this basis, when 
the Carnation Company opened a 
new plant in Seattle, Wash. last 
summer, a thoroughly planned cam- 
paign was set up to insure maxi- 
mum publicity reaching everyone in 
its “serve” area—where this Carna- 
tion plant either buys or sells milk. 


> Planning for the formal plant 
opening began seven months earlier. 
Advance work included setting up 
methods for plant tours; writing 
background material; making movie 
and still pictures for publicity use; 
setting up a coordinated promotion 


schedule for all media; checking 


dates best suited to all the groups of 
people Carnation wanted to see the 
plant; determining which civic and 
government leaders to invite, and 
their availability. 

Apart from the convenience of 
those attending, the weather was a 
vital factor in selecting the week 
July 22-26 for the formal open 
house. Seattle weather is frequently 
wet, and since most activities were 
outdoors, rainy weather could have 
been disastrous. Fortunately, the 
weather was fine all during the 
week. 


> When all these factors were con- 
sidered and decisions made, pub- 
licity started the ball rolling. The 
publicity schedule, as set up by 
Robert Rivenbark, assistant director 
of public relations for 
was: 


Carnation 


1. A complete factual story, with 
pictures, went to 372 publications. 
These included magazines in pri- 
mary fields of interest, such as gro- 
cery and farming, as well as other 
fields with interest in special fea- 
tures of the event or plant itself, i.e., 
engineering, construction, landscap- 
ing, architectural. This story was 
mailed the first week in June, with 
a follow-up story in July. A third 
story went to publications in fields 


of special importance to Carnation, 
including drug, 
cattle. 


confectioners and 


2. The second week in June, exclu- 
sive food page material went to 
home economists with newspapers 
and on television and radio stations. 
This was approximately six weeks 
before the opening, because these 
editors usually work that far ahead. 
All the material was specially de- 
veloped, and delivered by hand by 
Carnation’s home economist in the 
Seattle-Tacoma area. 


3. Around the first of July, Mr. 
Rivenbark personally visited the 
city desks of newspapers in western 
Washington, program directors of 
stations and editors of business pa- 
pers. He outlined plans for the open 
house, and told these news sources 
that Carnation would be happy to 
furnish special material as required. 
He also set up interviews with com- 
pany personnel for newspapers and 
broadcast stations. In addition to a 
substantial amount of print space 
from such interviews, a total of 13 
special 


features were set up on 


radio and television programs. 


4. On July 12, a mat mailing was 
made to country weeklies in west- 
ern Washington. This story, with 
pictures, was directed to farmers, 


Shows & Exhibits © 89 





TEL-A-STORY COMMANDS 


ATTENTION! 





Gives Your Product 
A Colorful 

Moving Message 
That Sells 

The Tel-A-Story 


Automatic Projector 





Varied invitations . . . 
Joseph Hunt and 
Ralph Kirscher, of 
Carnation’s sales 
staff, hold special 
cartons and red 
carnation that went 
to home delivery 


DRAWS CONVENTION 
CROWDS... 


PEPS UP POINT ; 
OF SALE will sell your prod- 


uct using twelve 


STIMULATES SALES ‘' m. po 
MEETINGS Ssmm or 2° x 2 

square transparen- 
cies on a 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 





customers. 







TEL-A-STORY, INC. 
523 Main Street, 








90 


Write Dept. W 
for illustrated brochure 
and prices 


Davenport, lowa 





1 


ies 
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CUTS TYPE COSTS 
AS MUCH AS 90% 


Save up to 90% over ordinary 

type methods on jobs for off- 
set, Zincs or silk screen. 
This entire ad was "set" by 
a stenographer with Fototype 

for heads —body copy typed on 
Justi-Type Stretchable Paper. 
Write today for free 64-page 
type book showing 300 styles 
and sizes. 





FOTOTYPE INCORPORATED 


The Scissors and Paste Pot art service that dares 


to be different. Ideas, alone, in each issue are 
worth many times the small monthly cost. Big 
concerns you know like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for 
many years 









to cover cost 
of packing and mailing 


will bring youa..... 


Single issues sell for$20.00. The sample, yours 
to use, can make you hundreds of extra dollars 
if you use but a single idea. Besides the sample, 
you will receive an unusually attractive intro- 
ductory offer. No obligation. No salesman 
Attach one doliar to letterhead and mail today 
to Multi-Ad Services, Inc., 126 Walnut Street, 


Peoria, Illinois. | 


> @& * 
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and headlined the top prize of a 
purebred calf to be given at the 
open house. Timing was for the 
week of July 15, the week preceding 
the open house. 


5. This same week, final material 
was supplied to sources for special 
projects. These included two months 
of work with Richfield Oil’s “Suc- 
cess Story,” telecast on KING-TV, 
which went on the air during the 
open house, and special material for 
a full page in the Sunday supple- 
ment of the July 21 Seattle Times. 
(This latter story actually did not 
run until the week following, but 
was considered an effective follow- 
up.) 


6. On July 17, Mr. Rivenbark took 
an advance story to the newspaper 
dailies. This concerned the dedica- 
tion which began the open house, 
and was planned for the Sunday, 
July 21, papers. 


7. The evening of July 19 the same 
advance story was given to the wire 
services, along with a reminder that 
Alfred M. Ghormley, Carnation 
president, would hold a press con- 
ference preceding the dedication on 
Monday. A similar revised story and 
invitation to the press conference 
went to radio and television news 
editors. 


8. The press conference was held 
on July 22, with all press outlets 
represented. All were given a press 
kit with stories and pictures of the 
new plant. An unplanned sidelight 
resulted in better-than-usual pic- 
ture coverage. As a gesture of wel- 
come, the chairman of the board of 
the Seattle First National Bank sent 
the company a five-foot cow made 
entirely from fresh carnations, and 
featuring the company’s red “Car- 
nation.” The florist was told to bring 
it to the press conference. Pictures 
of Mr. Ghormley with the cow were 
refreshingly different and more in- 
teresting than the conventional 


More 


poses. 
too. 


pictures were taken, 


8. Starting with the dedication on 
Monday, stories and pictures were 
furnished the press as each event of 
the week came up. 


10. After the event was over, a 
lengthy wrap-up was sent to the 
company’s entire trade publication 
list. 


»’ Company promotion of the open 
house began three weeks preceding, 
when Carnation began using spe- 
cially printed milk cartons inviting 
the public to come to the open 


house. These cartons were sold 
mostly in stores. Approximately 
300,000 were distributed. 

Carnation’s home delivery cus- 


tomers received a special invitation, 
accompanied by a cellophane-cov- 
ered, fresh, red carnation, from their 
routeman. In addition, the compa- 
ny’s 200 wholesale and retail trucks 
carried banner messages announc- 
ing the opening, and showing a full- 
color picture of the plant. 

A special promotion was based on 
a replica of Carnation’s Disneyland 
horseless wagon (circa 1910) which 
was displayed at markets, driven 
through the area and entered in a 
number of local parades. 


Impression on the Press 


Apparently the reporter who 
covered the Carnation open house 
for one of the Seattle dailies was 
impressed with the way the event 
was handled. 

the 
postmaster for a new postoffice to 
he opened in the area asked the re- 
porter for some ideas on publiciz- 
ing it, the reporter 
don’t know 


The following week when 


replied: “I 
anything about how 
you should go about it, but if you 
want to make a real splash, why 


don’t you ask Carnation how to do 
ne 








> About July 1 a 50% outdoor 
showing went up to extend the pub- 
lic an invitation to the open house. 

In the week preceding the open 
house, invitations to the open house 
were given via 15 to 25 spots on 
each of seven radio stations. Three 
television stations carried a total of 
10 such announcements. 

Newspaper advertising of the 
event included two 1500-line two- 
color insertions in the Seattle Times 
and the Post-Intelligencer, and a 
1500-line insertion in the weekly 
covering the area in which the plant 
is located. 

Open house invitations to the 
trade also included half-page ads in 
publications covering food, beverage 
and institutional fields. 


> While all publicity and promotion 
were centered on the formal open 
house, the company was host to two 
groups and a number of key area 
leaders, who were given special 
tours before the formal opening. 
The two groups—suppliers and 
sanitarians—were taken through the 
plant a month before the formal 
opening, because it would have been 
almost physically impossible to have 
crammed them in among the events 
during the week of the formal open 
house. In the case of the sanitarians 
from federal, state, county and city 
government, a further consideration 
was that they were in Seattle for a 
convention in June, and it was pos- 
sible to get a greater attendance 
than would be possible in July. 
Many special tours were con- 
ducted for such leaders as the presi- 
dent of nearby University of Wash- 
ington, the director of Washington 
State Dairy Council, the director of 
home economics for the Seattle 
Public Schools, scientists and lead- 
ing dairymen. During these pre- 
opening visits, pictures and com- 


Judging Sundae Contest TV star 
John Bromfield, of Carnation-sponsored 
show ‘’Sheriff of Cochise,’’ examines Boy 
Scout masterpiece. 


ments were obtained and used for 
publicity. 


> During the week of the formal 
open house, the plant area was 
roped off to insure that the crowds 
attending would follow definite 
routes and not cause traffic conges- 
tion. All equipment was labeled and 
described as to function. In addition, 
50 Carnation representatives were 
stationed about the plant to answer 
questions of visitors. 

To minimize auto traffic conges- 
tion outside the plant, extra police- 
men were arranged for, and special 
buses engaged to shuttle crowds 
from nearby parking points. 

The schedule of events during the 
week of the open house was set up 
to include all groups with which 
Carnation does business in any 
manner, with the further objective 
of creating as much legitimate news 
as possible. 


> This was the schedule: 


Monday, July 22 . . Morning press 
conference held by Carnation presi- 
dent Alfred M. Ghormley, with 
other company executives partici- 
pating, including William Back- 
strom, division vp and his assistant 
vps Mark Matthews and Jack 
Bullis, and the plant’s general man- 
ager, Henry Weber. All attending 
the press conference were given 
press kits, which in addition to the 
usual stories about the plant, events 
planned, biographies of executives, 
also included six specialized back- 
ground information sheets titled: 
How Important Is Dairying to the 
Nation?; How Important Is Dairying 
to Washington State?; What Is Car- 
nation’s Contribution to Dairying?; 
What Is Carnation’s Significance to 
Dairying In Washington?; What Is 
the Significance of Carnation’s New 
Plant for Western Washington?; 
Why Did Carnation Decide to Build 
Its Finest Plant In Seattle? 

The plant was formally dedicated 
at a luncheon for the state’s dairy 
industry leaders, Seattle's mayor 
Gordon Clinton, and chamber of 
commerce president Joseph Gandy. 

The brief dedication was con- 
cluded with a ceremony in which 
the new plant’s front door was 
opened with a three-foot gold key, 
turned by Carnation employe 
George Shipps, who has been a 
milkman with the company for 50 
years. He was aided by Arthur Gal- 
lacher, whose family has sold milk 
to Carnation since it was formed at 
Kent, Wash. in 1899. 

In the evening a tour and dinner 
were given for 131 representatives 
of the business press, newspapers, 
wire service representatives, radio 
and television stations in western 
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Washington, the plant’s territory. 


Tuesday, July 23 . . At noon, 67 
economists and dietitians of the area 
were served lunch and taken on a 
plant tour. Participants included 
Virginia Piper, Carnation’s national 
home service director; Seattle home 
service director Velma Seat; Joseph 
Hunt, the plant’s assistant general 
manager for sales; David McCourt, 
division advertising manager for 
fresh milk; Robert Rivenbark, Car- 
nation assistant director of public 
relations. In the evening, employes 
and their families toured the plant 
following Richfield Oil’s “Success 
Story” telecast on KING-TV. 


Wednesday, July 24 .. At noon, 
over 2,000 dairy farmer milk pro- 
ducers and their families toured the 
plant, lunched and heard a program 
featuring George S. Bulkley, Na- 
tional Dairy Council board chair- 
man, and_ general director’ of 
dairy extension for Carnation, Mr. 
Ghormley, Mr. Weber, and Wash- 
ington’s Governor Albert D. Rosel- 
lini. An award was presented to Mr. 
and Mrs. Gallacher for supplying 
high quality milk for 58 years. Top- 
ping other prizes to the dairy 
farmer guests was a six-month old 
purebred calf sired by Carnation 
Farm’s bull, “Carnation President.” 

In the evening, 2,500 wholesale 
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dealers toured the plant and en- 
joyed entertainment, dancing, re- 
freshments and many prizes. This 
group included grocers, restaurant, 
hotel, institution and hospital op- 
erators and their families. 


Thursday and Friday, July 25 
and 26 .. This was the formal 
opening for the general public. More 
than 71,000 persons went through 
the plant in two days. Visitors, in- 
cluding many children, received a 
full-color picture booklet describing 
the plant tour. 

The public was also treated to 
milk, ice cream, cake, fruit juice 
and other beverages, and were 
given chances on a long list of 
prizes, topped by two freezers. 

An eight-piece dance band and 
vocalist, motion picture and televi- 
sion stars, a cattle exhibit and a 
Scout sundae building contest pro- 
vided further entertainment. 

Most of the television stars were 
from local stations. They were 
headed by motion picture star John 
Bromfield, whose television series 
“Sheriff of Cochise” is sponsored by 
Carnation fresh dairy products. 


While in Seattle for the open house, 
Mr. Bromfield made many personal 
appearances and was on a number 
of radio and television programs for 
interviews. When he arrived in the 
city, he was met by a sheriff's posse, 
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Using 3 giant North American 
vans for 3 road shows, Eureka 
Williams Corp. presented new 
line of automatic heating equip- 
ment to dealers in 63 cities in 7 
weeks. (Left) Products and dis- 
play materials were shipped un- 
crated, but fully padded. Special 
paint job made each van a travel- 
ing billboard. (Right) Eureka 
Williams regional manager wel- 
comes NAVL driver, removing 
custom cover from gas furnace. 
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and the following day he was made 
an honorary sheriff. 


> It is always difficult to assess the 
success of an event of this kind. The 
immediate objective of maximum 
publicity, direct contact with the 
company’s various publics, and the 
opportunity to sample Carnation 
products, was achieved. These re- 
sults cannot be but helpful in 
achieving the more practical result 
of increased sales. 

In the meantime, Carnation knows 
the public likes what it saw. On 
Sunday, July 28, a three-column 10- 
inch ad told the public Carnation 
regretted that not everyone was 
able to see the plant, and announc- 
ing plant tours would be held at 2 
p.m. each day until the demand 
ceased. 

Two months later, the daily tours 
were still going strong, with no signs 
of diminishing interest. 44 


New Connector System 
Aids Exhibit Design 


Additional versatility in the de- 
sign of portable exhibits is enabled 
with the development of a new con- 
nector system by Funco Products, 
Denver, Colo., developed for 
knocked-down furniture. 
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Fishbone Connector .. . 


Ne 


Heavy gage steel device consists of the receiver strip (left) 


which fits in a slot of the wood panel, and the connector device (right) which has pro- 
truding ribs that lock into the pre-punched slots of the receiver strip. Wood panels 
are locked in place by means of a tightening screw. 


The “Fishbone Connector” (called 
that because of its resemblance 
to the backbone of a fish) is made 
of heavy gage steel and enables the 
quick and easy connecting of parti- 
tions, installation of shelves, etc. 

Almost invisible when in place, 
the connector is self-adjusting to 
wood effective on all 
types of woods, and can be used for 
either a glue or a dry joint. 

Its versatility and ease of han- 
dling suits it for use in the assem- 


tolerances, 


bly of two-way shipping and dis- 


play cartons as well as for p.o.p. or 


trade fair exhibits and its cost- 
saving features include: 
e lowered freight rates 
e less possibility of breakage 
® lower warehouse costs 
e fewer packing materials. 
Complete facts on the Fishbone 
Connector system are available. 
- . - for more details circle 210, page 97 


Booklet Depicts Future 
Of Hexcel Honeycomb 


The building possibilities of Hex- 
cel Honeycomb — a material that is 


97°) air and 3% aluminum are 
amply illustrated in a well-designed 
brochure from Hexcel Products Inc., 
Oakland, Cal. 

Reporting a strength for the ma- 
terial that amounts to 16 times the 
strength of an equal weight of solid 
steel and 10 times that of solid 
aluminum, the booklet shows a dia- 
gram of the material as used in 
“sandwich” construction, and photo- 
graphs of the assembly of a honey- 
comb sandwich. 

Structural specifications for sand- 
wich fabrication are included in the 
booklet, plus a list of the advantages 
the material offers and a _ photo- 
graphic series showing the material 
in practical use. 


- +. for more details circle 211, page 97 


Sales Promotion Men 
Schedule Convention 


The Sales Promotion Executives 
Assn. has taken a step forward to 
organizational maturity with the 
scheduling of its first national con- 
vention, to take place at New York’s 
Roosevelt Hotel from April 30 to 
May 2. 

Among the subjects scheduled for 
discussion at the panel sessions are 
marketing research, motivational 
research and cooperative advertis- 
ing. 44 
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inspiration.” Advertising Age, The Na- 
tional Newspaper of Marketing, is the 
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with advertising and selling. One 
subscription 52 idea-packed 
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$3. I must be satisfied or my money back 
NAME TITLE 
COMPANY 

STREET 

CITY Z STATE 


$3 enclosed [] Bill me Bill firm 














201/Circle on Readers’ Service Card 
Closed-Circuit Booklet 

. the electronics division of General 
Electric offers full details on its Intra-Tel 
Closed-Circuit television system. (Page 52) 


202/Circle on Readers’ Service Card 
Movitex Display Signs 
.. . details on a do-it-yourself, plastic sign 


utfit with changeable letters are avail- 
able from Pryor Marking Products. 
(Page 82) 


203/Circle on Readers’ Service Card 
Two-Sided Tape 

. . - Kleen-Stik Products Inc, offers details 
two-sided, 


pressure-sensitive 


| (Page 82) 


tape. 


na 


204/Circle on Readers’ Service Card 
Bevelite Booklet 

. @ variety of plastic letters and Plexi- 
glas backgrounds are illustrated in a book- 
let from Bevelite Corp. (Page 85) 


205/Circle on Readers’ Service Card 
Lithocolor Translites 

. new low cost transparencies for il- 
displays are described in a 
(Page 85) 


luminated 
folder from Microfilms Inc. 


20G6/Circle on Readers’ Service Card 
Texas Bucks 
. a folder showing an unlimited variety 
is available from 
(Page 27) 


of wild Texas dollars 
Texantics Unlimited. 


207/Circle on Readers’ Service Card 
Theater Screen Ads 


... facts on theater screen advertising are 
(Page 60) 


detailed by Alexander Film Co. 


208/Circle on Readers’ Service Card 
Telephone Ad Service 
. . details on a phone serv 


ad readers where they can buy the prod- 
uct they have seen advertised are avail- 


rT) 


able from Telanserphone Co. 


209/Circle on Readers’ Service Card 
Projection Pamphlet 


> —, Yadak Jicer -eoc +} ~otoar 
. Eastman Kodak discusses the factor 


a 


Use these return cards 
for your copy of publications 
mentioned on this page 


we 
ice that tells 


(Page 60) 


| ee | Advertising 


Requirements 






necessary for more effective audio-visual 
projection. (Page 60) 


210/Circle on Readers’ Service Card 
Fishbone Connector 

. . Funco Products Div. offers complete 
details on its new, fast-assembly connector 
system. (Page 92) 


211/Circle on Readers’ Service Card 
Hexcel Honeycomb 

- an illustrated brochure describes the 
properties and advantages of Hexcel 
Honeycomb. (Page 93) 


212/Circle on Readers’ Service Card 
Sales Training Guide 

. a check list and planning guide for 
a company’s sales training program is 
offered by Porter Henry & Co. (Page 58) 
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213/Circle on Readers’ Service Card 
NAVA Directory 

. .. NAVA offers sample copies of its new 
directory listing specific audio-visual serv- 
ices offered by approximately 400 dealers 


throughout the country. (Page 58) 


214/Circle on Readers’ Service Card 
Faster Metal Labels 

. . - details on Fotofoil, a product that de- 
livers anodized products in seven minutes, 
are available from Miller Dial & Name 
Plate Co. (Page 63) 


2185/Circle on Readers’ Service Card 
Packaging With Tape 

. . . the vast variety of packaging uses to 
which self-sticking tapes can be put are il- 
lustrated in a booklet from Permacel Tape 


Corp. (Page 63) 
*Please print or type information below 
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216/Circle on Readers’ 
Clark Container Service 

. . J. L. Clark Mfg. Co. describes its high 
LQ. packaging service in an illustrated 
booklet (Page 64) 


Service Card 


217/Circle on Readers’ Service Card 
Pre-Flocked Plastic 

. - Gilman Brothers Co. offers details and 
samples of a packaging material that can 
be flocked before it is vacuum-formed. 


(Page 64) 


218/Circle on Readers’ Service Card 

Type-On Tabs 

. . « details on transparent index tabs that 

permit direct typing on both sides are 

available from Superior-Tabbies Inc. 
(Page 64) 
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219/Circle on Readers’ Service Card 
Mercury Street Guide 

. . . Mercury Service Systems offers sam- 
ples of a wallet-sized street guide that 
covers most New York streets. (Page 25) 


220/Circle on Readers’ Service Card 
Ad-Pencil Folder 
. . @ folder illustrating pencils designed 
with advertising display tops is available 
from Shelbyville Pencil & Novelty Co. 
(Page 25) 


221/Circle on Readers’ Service Card 
Italian Type Showings 

. . Italian typefaces to be made available 
here are shown in samples distributed by 
Amsterdam Continental Types & Graphic 
Equipment. (Page 69) 
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222/Circle on Readers’ Service Card 
Headline Type Specimens 

. . . The Headliners Inc., furnishes a speci- 
men sheet and a brochure of more than 
100 available photo-process headline type 
faces. (Page 69) 


223/Circle on Readers’ Service Card 
Decals for Signs 

. . . decal use instead of painted signs are 
(Page 87) 


covered by Superior Decals. 


224/Circle on Readers’ Service Card 
Happy Hucksters 

. . . details on a line of automatic mani- 
kins that smile, move and talk are avail- 
able from the R. J. Mealey Corp. (Page 87) 


225/Circle on Readers’ Service Card 

Better Ad Results 
Morrison-Greene-Seymour Inc. tells 

how to get better ad results through indus- 


] (Page 32) 


trial inquiries 


226/Circle on Readers’ Service Card 
Card-Velopes 

. details on a three-way mailing unit 
are available from Card-Velope R. S. V. P. 


(Page 32) 


227/Circle on Readers’ Service Card 

Collator for Eight 
Photo-Litho Co. offers a brochure on 

(Page 32) 


an automatic c llatar 


228/Circle on Readers’ Service Card 
Coupon Plan Brochure 

. . a brochure, giving pertinent facts and 
figures on a coupon is available 


(Page 27) 


plan, 
from the Premium Service Co. 


229/Circle on Readers’ Service Card 
Do-It-Yourself Signs 

letters and complete signs on pres- 
sure-sensitive Scotchlite are described ina 


folder from Farrhill g. Co. (Page 49) 


230/Ci: 


rcle on Readers’ Service Card 
Fluorescent Color Chips 


. Switzer Brothers offers a Day-Glo color 
includes color chips to be 
instructions 


when ordering 


(Page 49) 
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rpfor paper purchasing 


Attractive and functional, the newest 





offset demonstration sheet for Falpaco Coated 
Folding Bristol is now available. Offering 





complete information, it illustrates folding, cut-scoring, 


fq FALULAH PAPER COMPANY 


q 500 FIFTH AVENUE, 
1 NEW YORK 36, NEW YORK 


die-cutting, and printing characteristics of this superior sheet 


Also available is a colorful desk calendar 


in rich crimson, prepared to keep you “up to date” 


on your paper requirements for 1958 [] GENTLEMEN, 


Ile 
Please send me a set of 


Fill out the coupon for your set of Falulah Falulah samples: 


samples and learn the advantages of this versatile 
bristol and its many end uses 


Distributed by authorized paper merchants from coast to coast 
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RAYMOND LOEWY, world-famous industrial designer, explains: 


“A beautiful product has a promise to keep” 


“Tts performance must match its beauty. We 


apply this principle as much to the papers we 
use as to the products we design. 

“Naturally we want the visual beauty and 
crispness of cotton fiber paper in our business 
letterheads. But its strength and permanence 
are important to us in drawing, tracing, and 
record-keeping papers as well.” 

Tough, flexible cotton fibers, crafted with 
traditional skill and specialized machinery, 


create papers of balanced quality. Papers that 
perform as handsomely as they look and feel 
..1n business and social stationery, onion 
skin, index, ledger, drawing, tracing and blue 
print papers. 
For practical reasons... as well as prestige 
...make sure the papers you use are made 


) 
with cotton fiber—25¢C minimum up to 100% 
in the finest grades. 


Cotton Fiber Paper Manufacturers, 122 E.42na St., N.Y.C. 


asinine 


SETTER 
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PAPERS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” OR 


“RAG” IN THE WATERMARK OR LABEL 





